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NOTHING SELLS 2 LIKE COLOUR! “me 


It's the Big Three for ‘53 in many a national advertising appropriation—with a big 


share for Odhams rich photogravure full colour. Successful advertisers know 


there’s nothing near ‘o it for dominance... memorability...IMPACT. Give your 


product the same advan iages—take colour NOW for '53 in the media that ensure sales! 


WOMAN ILLUSTRATED JOHN BULL 
2,226,725—A.B.C. 1,129,423—A.B.C. 1,000,898—A.B.C. 


HARRIS KAMLISH, ADVERTISEMEN!S DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2 
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Cartwheels and a 
poster symphony, 


Sin,-Ihe advice given by 
K. M. Carpenter (November 20) 
for viewing the “upside-down’ 
Guinness poster is distressingly 
unpractical, Most of us find it 
mpossible to turn cartwheels 
even slow ones in busy 
thorougifares. li is not a ques 
tion of talse dignity. There simply 
is not the space available 

However, | agree with Mr 
Carpenter's unspoken comment 
that a poster, whether brilliant, 
lever, clever-clever, delightfully 
nediocre, or merely outrageous 
hould flash with the speed of 
ght an unequivocal message to 
ne mind and heart of the most 

vtuse. But there are exceptions, 
and this is one 


Csuinness are composing and 
performing @ Vast poster sym 
phony, and this discord—immedi 
ately resolved” in their other 
poster is both good musician 
ship and good publicity 


There are still two laws com 
non to popular success in all the 
iris and near-arts. They are: (1) 


Bore at your peril; (2) Shock 
efore you must 

S. W. Barrrum 
48 Leinster Square, 
Bayswater, W.2 


Overcoming export 
trade barriers 


Sin.—1 take it upon myself to 


express astonishment at your 
statement (November 13) that 
there is no argument to support 
the contention § that financial 
restrictions Overseas are seriously 
affecting the exporting activities 
of this country. Such a remark 
can convey an entirely wrong im 
pression fo anyone not conversant 
with the l¢ position 

One can, to a degree, concede 
our point that tariff barriers can 


be overcome ut certainly not to 


' 
i 
Transportation advertising? } 


ny 


To The Editor. .| 


the extent that you seem to think; 
and when you intimate that the 
best weapon in the hands of the 
exporter is advertising, then | 
would merely suggest that you 
inquire of any South American 
export merchant, for instance, 
what happens to the import duty 
when a product is extensively and 
successfully publicised, particu- 
lariy if a similar product is pro- 
duced locally! 

No one who claims a know!l- 
edge of selling will deny that ad- 


verlising is of immense impor- 
tance, but that same person 
would certainly not admit that 


s the “be all and end all,” as 
all the advertising in the world 
will not overcome the necessity of 
Empire or foreign countries 
restricting or (as is now happen- 
ing) completely prohibiting the 
importation of many commodi- 


ties which they consider are a 
non-essential drain on their 
foreign reserves. 
H. DuNn. 
Export Manager, 
Guinness Exports Ltd. 
(Mr. Dunn mis-read us. We did 


not say there is no argument to 
support the contention that financial 
restrictions overseas are seriously 
affecting the exporting activities of 
this country. Our comment was 
. » « there is a tendency to over- 
rate the obstacles. . .. The argument 
that financial restrictions . . + ham- 
string our exporters is ao more valid 
than it was in palmier days when 
our overseas trade prospered.” Sec 
Go West Young Man, page 475. 
Editor.) 


Bit of a freak! 

Sin,—Spurred by the letters of 
Barrington Bree (October 23) and 
Richard Winterbotham (Novem 
ber 6) on the frustration of copy- 
writers, | would like to say that 
if you are a copywriter you stand 
alone in a crowded agency—the 
only man-jack among the lot (in- 
cluding the managing director) 
who is really trying to sell the 
client’s goods. For the rest, they 
are a good crowd of people, 
charming, impeccably tailored 
with all the advertising talk of 
by heart who are inclined to 
regard you as a bit of a freak. | 
have been amazed and sadly dis 
illusioned at the proportion of 
time given to the discussion of 
advertising appropriations § as 
against copy policy, copy aims 
and approaches 

Poor Mrs, Higgins! There are 
many wooers who would write 
her serenades—-but only a few 
will get as far as the balcony to 


sing them. 
Copywriter. 
(Name and address supplied.) 


Who wants 100 per 
cent branding ? 


Sir,—-] am sorry that | should 
have startled J. H. Vellacott 
(November 20) but the concluding 
words of my letter of November 
13 were not intended in a mathe- 
matical sense My intention, 
which I feel should have been 
obvious, was to say that there 
should be no radical change in 
the existing position as between 
branded and free merchandise 

I am all against regulations 
and collective agreements, 
whether new or old, and that no 
doum is one reason why | am 
prejudiced in favour of free mer- 
chandise which can be sold with- 
out any restrictions whatsover 

It would be interesting to hear 
from Mr. Vellacott the extent to 
which he is in favour of branded 


IN THIS ISSUE— 
H. Ashford Down describes how 


NEXT WEERK’S issue will include 

the story of how children de- 

signed a watch firm's advertise- 
ments. 


goods as the mainstay of a 
retailer’s business, and | am not 
asking him for any precise 
formula. 

Is he in favour of merchandise 
being branded to the extent of 100 
per cent or anything like it? If 
he is, what does he think would 
be the effect on retail trade gener- 
ally, having regard to the fact 
that there would no longer be 
any competition price as be- 
tween one store or shop and 
another? 

Eric M. GaMace 
Chairman. 
A.W Gomes Se Ltd 


Travel ads ads. ‘tahich 


capitalise desire 

Sim,-Dr. R. L. Sedgwick’s 
paper to the Institute of Travel 
Agents (November 20), would 
have been more aptly addressed 
to the publicity officers of resorts 


or of foreign national tourist 
ces, 

A travel agent does not have 
to sell individual resorts, first 
because the resorts themselves 
do this. and secondly because a 
travel agent, sin & offers a 
world-wide service. cannot show 
too marked an interest in any 


one resort. 


Most travel] aven's realise that 
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RUE OUIDUUR ADVERTISING LTD. 
COMPLETE NATIONAL SERVICE 
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they do not even have to create 
the desire to holiday abroad. lt 
has been firmly implanted in 
the public's mind by travel 
features in the press, by tra- 
velogue films and, chiefly, by 
word of mouth. Furthermore, the 
desire to travel is well distributed 
through the A.B.C. & D. socio- 
economic groups. 

Obviously a travel agent's ad- 
vertisement capitalises the desire 


to travel, usually to capture 
attention, but thereafter the 
advertisement’s job is two-fold. 


One is to sell the idea of using 
a travel agent instead of making 
the arrangements personally, and 
the other is to sell the advertiser's 
services in preference to his com- 
petitors’. 

PeTer C. J. Rossi. 
10, Dene Road, 
Northwood, Middlesex. 


. . 
Gimmick 

Sin, -1 have been waiting for 
someone More adventurous than 
I to ask you what a “gimmick” is 

As a word-watcher of some 
years’ experience | like to spot 
new arrivals in this country and to 
get to know about them as soon 
as I can But the gimmick is 
eluding me. I first spotted him in 
the weekly advertising trade press 
and last week I saw that one had 
dared to hop into a daily news- 
paper. 

The “gimmick” seems an at- 
tractive fellow whom we should, 
I think, welcome to our shores 
but will someone tell us more 
about him, please? 


H. Joun Hewson 
Armstrong-Warden Ltd., 
London. W.C.1 
(Hardly a new word, Mr. Hewson. 
In our American Market Supplement 
December 28, 1950, gimmick was 
defined The scheme of merchan- 
dising and advertising, and more 
particularly the special theme or 
sales offer to be advanced to the 
public to impel purchase.””—Editor.) 


33, NORFOLK STF 


STRAND, LONDON, WC 2 


ask MASONS 


Phone Temple Bar 2044 
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SAM PLINY 


is good advertising 


If your product is suitable, there is no 
better means of advertising than by 
sampling, and we can undertake to give 
a sample to every household in all the 
principal towns of the country. There 
are two ways of doing this: firstly, 
by actual distribution of a sample via 
the letterbox, or secondly, distribution 
of a voucher which enables the house- 
wife to obtain the commodity from her 


retailer, either free or at a reduced price. 


During the past few months we 
million 


hundred 


have distributed over four 


samples of soap, several 
thousand samples of toothpaste, and 


dog food samples, recipe books, 
mail order literature, and 


kinds. 


circulars 
of all 
Distribution is by means of strictly 
controlled teams with supervisors and 
the average cost for distribution per 


household is less than a penny. 


Our services are being used by many of the 


largest 


national advertisers in 


the country. 


Send for booklet giving full details of the 


service and costs. 


CIRCULAR DISTRIBUTORS LTD. 


21 LEIGH STREET 


LIVERPOOL 1 
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WOMAN’S WEEKLY 


The women who buy WOMAN’S WEEKLY—to say nothing 
of the millions more who read it—are a waiting market for 
national advertising. WOMAN’S WEEKLY readers are 
mostly married women with family responsibilities. 


Nowhere will you find a medium that repays your 


advertising pound with so much interest. 


Nowhere will you find a mass circulation 
weekly with such a low rate... 
LESS THAN 


7/- PER PAGE PER 1,000 
COPIES SOLD 
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ROBERTSON CHOSEN 
AS A.A. PRESIDENT 


AS EXCLUSIVELY FORECAST BY 


“ADVERTISER'S 


WEEKLY” 


ON 


NOVEMBER 13, E. J. ROBERTSON, 


CHAIRMAN, 


LONDON EXPRESS 


NEWSPAPERS, HAS BECOME PRESI- 
DENT OF THE ADVERTISING ASSO- 


CIATION 
MILES THOMAS. 


He was elected at a council | Dison 


meeting following the Associ- 
ation’s annual meeting yester- 
day (Wednesday). 

At the annua! meeting Norman 
Moore, hon. treasurer, who pre- 
sided, described Sir Miles as “one 
who has served us nobly with a 
natural flair for advertising and 
publicity that has been of incal- 
culable value.” 

The following were elected to 
the counci] of the Association: 
V. Ewart Berry (Kemsley News- 
papers), W. D. C. Cormack (Thos. 
Cook & Son Ltd.), H. W. Crad- 
dock (representing 1.A.M.A.), 
A. D. Davis (Society of Diploma 
Members), Cmdr. A. O. Gillett 
(Benn Bros.), Sir Patrick Gower 
«Cc. F. Higham Ltd 
Kamlish (Odhams), E. Lumsdon 
(Westminster Press Provincial 
Newspapers), Brian F. MacCabe 
(Foote, Cone & Belding Ltd), 
Stuart Mander (representing 
Periodical Proprietors’ Associa- 
tion), Miss Kay M. Murphy 
(Linguaphone Institute _Ltd.), 
L. W. Needham (Express News- 
papers), Paul B. Redmayne (Cad- 
bury Bros. Ltd.), G. P. Simon 
(Daily Telegraph), W. W. 3. 
Studd (Illustrated Newspapers), 
and Sinclair Wood (F. C 
Pritchard. Wood & Partners). 


Trade press praised 

In response to questions about 
the need for publicising the Asso- 
ciation and about “rackets” per- 
petrated by people announcing 
themselves as members of the 
Association, Mr. Moore said the 
new select committee would pay 
particular attention to public 
relations in advertising both in 
London and the provinces, and 
even abroad. He said the trade 
press had been most helpful 
throughout the year and the 


IN SUCCESSION 


Harris, 


TO SIR E. J. Robertson 


iation’s relations with them 


| were most harmonious. 


Mr. Moore was warmly thanked 
on the proposition of G. R. Pope 
who described him as one of the 
strong men of the Association, 
and tributes were also paid to 
Drummond Armstrong, former 
director general of the Associa- 
tion, and his successor L.E. Room. 

. . 

Financial problems 

. > 

are pin-pointed 
Subscripuons to the Advertising 

ition in the year ended July 

. 1952, were £13,246. 

This, says the annual report, is 
well im excess of the finance com- 
mitiee’s target of an annual income 
of about £12,000, and is just over 
SO per cent up on the 1950 income 
figure. 

It is pointed out, however, thai 
as a result of increased costs it 
would have been impossible for 
the Association to undertake 
various desirable activities but for 
the transfer of sums from the 
International Advertising Confer- 
ence fund. There will be no sup- 
port of this kind in the forth- 
coming year. 


Three year scheme 
for advertising 


Sir Miles heads project team: 


Many important plans for helping advertising im all its facets 
are new being considered by the Advertising Association; and a 
select committee, under the chairmanship of Sir Miles Thomas 
(the Association’s retiring president) has been appointed to 
prepare a project plan for the next three years. 


lt is understood that two 
aspects that will be explored are: 
the role of youth in advertising, 
and the public relations for 
advertising. 

Sir Miles Thomas told Apver- 
TiIseR's Weekiy: “During my 
three years’ presidency it was 
obvious that, though considerable 
progress has been made, there is 
a need for a steering committee 
to establish the objectives of the 
Association on a long-term basis. 
I have been asked to ‘head up’ 
this committee which includes a 
number of important people. 
Obviously the financia! implica- 
tions of such a development pro- 
gramme will have to be con- 
sidered.” 

Sir Miles said he had accepted 
this task with considerable enthu- 
siasm, as he felt that substantial 
benefits to advertising could result 
from the work of the committee 

Members of the development 
committee, which is expected to 
hoid its first meeting next month, 
are: Ashley Havinden (W 5S 
Crawford Ltd.), W. R. Leathes 
(Harrods Ltd.), Stuart Mot ican 
(Associated Newspapers), N an 


——— LONDON WEEKLY DIARY of SOCIAL EVENTS —— 


(Established 33 years) 
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Moore (S. H. Benson Ltd), 
Douglas Saunders QU. Walter 
Thompson Co., LidJ, Laurence 
P. Scott (Manchester Guardian), 
Claude Wallis (liffe & Sons Ltd.), 
and Sir James Waterlow (Amal- 
gamated Press). 

One factor that will have to be 
considered by the new steering 
commitice is, it is stated, that it 
will not be possible out of sub- 
scription income to expand and 
extend activities in directions 
already approved in principle. 

An ad hoc committee under 
the chairmanship of W. D. C. 
Cormack, appointed by the Asso- 
ciation to consider how the 
aspirations of the International 
Advertising Conference, with its 
emphasis on youth, could be put 
into practice, is expected to 
report early in the New Year. 


LA.M.A. elections 


F,. W. Paul Corbould (Vick Inter- 
national) has been clected president 
wf the LA.M,A. for the second 
year. New vice-chairman is Clive 
Barwell (Mullard Electronic Pro- 
ducts). All other officers were re- 
elected. 


Grosvenor 1361 
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ADVERTISER'S WEEKL 


IN THE OPEN 


Advertising 


M.P.s fight 


Press Council Bill 


lan Harvey (director, S. 
Crawford Ltd.) will to-morrow 
(Friday) move a Conservative 
amendment in Parliament reject- 
ing a private member's Bill for 
a Press Council. 

John Rodgers (director, J. 
Walter Thompson Co., Ltd) 

F. P. Bishop (general manager, 
Newsprint Supply Company) are 
signatories to the amendment. 


Purporting to “safeguard the 
freedom of the press” the Bill is 

oO { by.¢ J Simmons 
MP Censuring undesirable 
type f journalistic conduct 
would be K { the activities of 
the vised (Counc 


Ihe decision to oppose the Bill 
was ken at & meeting of the 
Con vative Party home affairs 
com mittee 
on Monday 
evening 

Al a press 
conference 
on Monday 
norning Mr 
Harvey crys 
tallised his 
objection to 
the ill in 
the follow 
ing terms: 

“They 
think that 
the gentile 

lan Harvey men of 

Whitehall! 

hnoow best We think that the 

tlemen of Fleet Street know 
on 

He felt that the Bill would 
have a prejudicial effect on the 
difficult negotiations now in pro- 
gress for the setting up of a 
y Press Council, as well 
is being nsulting to those 
engaged in it. Deprecating the 


“w up of a Press Council by 
TWO NEW BOOKS 
ON sprapiichaareay 


vouuntar 


Two book r by W. H 
Allner (who now whe f Fortune 
Magazine at ny ve oft tree 
lance work m Continental Europe) 
have just been published 

The first, edited by Aline wd 
also containing a contribution from 
him, cons of an analy by fifty 
arts ind designers trom all over 
he world of th “ pproach 
heir wn methods d thew wn 
solu " ke ’ d 
poster ty sing (Chapman & 
Hall f K hold Publishing Co 
por n. 68s.) 

The second * ws the f h 
edition f International Poster 
dnnual which viains 365 ex 

! stand pos iS Ww 
‘ i les © various asp 
ldo idvertising ’ 

vn Among then 
describing the use Lond I 
port make of posters, by H It 
Hutchinson, (Alec T I { 
Zolhkofer Publishers S Gal 
Sk&s 6d.) 

Both these books will b wed 
m our ext outdoor d wing 


feature on December 18 


Novemper 27, 1952 


BEHIND THE SCENES 


AMENDMENT 


The amendment in the name 
of lan Harvey and W. S. Deedes 
with more than 25 Conservative 
members as signatories, is as 
follows 

“This House, whilst urging 
the establishment without further 
avoidable delay of a voluntary 
Press Council, declines to give a 
second reading to a Bill which 
contrary to the recommendations 
of the Royal Commission, seeks 
to impose by statute directions 
on the newspaper industry, which 
is already engaged on formulat- 
ing its own proposals.” 


imposed last Friday, is 
‘(Quote prices 
in all ads.’ 


lude in all advertis- 


was carried at the autumn coun- 


eration of Women’s Institutes. 


Parliament 
tarian control. 

‘IL think it is an insult to the 
astute and talented men of the 
British press to suggest that they 
are just a lot of ‘yes men’ who 
carry out the orders of a few press 
barons,” said Mr. Harvey 

Such considerations as the pos 
sible effect of a Press Council on 
advertising, or the desirability of 
havi 2 interests repre 

od on council itself, 
would be seed if the Bil! 
reached the committee stage. 

If it looked like getting to its 
third reading, Mr Harvey 
the Government might 
decide that it was too important 
to remain as a free vote issue 
“the Whips would go 
on, and the Bill get thrown out.” 


‘Men Only’ 


sente 


thought, 


and then 


Only 


an editorial. 


the House of Commons, he felt 
that any control of the press by 
would lead to totali- 


paper, and he doesn’: encourage 
women readers to believe that 
beer is best. 


“As a result, an advertisement 
in a magazine has become 
mirror in which the average 
reader of that magazine can see 
himself reflected. 

“Now, readers, tum to our ad- 
vertisements and see what sort of 


Biggest ever 
‘Look at our advertisements as a 


mirror to our readers’ 


Christmas number of Men 
is the biggest ever issue 
running to 184 pages 

It includes 73 pages of adver 
tising, no fewer than 104 adver- 
tisers being represented 

“What sort of men are regular 
readers of our magazine?” 
“You will find the 
answer to that intriguing question 
in our advertisement pages 
Modern advertising has been 
reduced to such an exact science 
that the shrewd space buyer 
knows exactly what he is going 
to get for his money. 
find him trying to sell a sports 
car in some scrubby magazine, 
even though it has a circulation 
running into millions. He doesn't 
advertise a dry sherry in a boys’ 


firms don't waste t 


asks 


You won't 


Scotland Yard was helped 
by organised advertising 


The big “home-work case” in which prison sentences were 
likely to be quoted as a standard 
of the determination of advertising to keep its own house in order. 


Not merely have a number of 
newspapers been able to claim 
that they have warned the public 
against this “racket” but, it is 
now revealed, the Advertisement 
Investigation Department of the 
Advertising Association supplied 
information to Scotland Yard. 

Leslie W. Needham (director 
of advertising, Express group), 
chairman of the A.LD. commit- 
tee, told ADVERTISER'S WEFKLY 
“For many years we have been 
very hot on these ‘home-work’ 
schemes and have investigated 
a great number of them. Indivi- 
dua! tabulated histories have been 
made and our members informed 
of them; and whenever they come 
up in any new guise We usually 
manage to find them. 

“Scotland Yard have sought 
the help of the Advertising 
Association in this matter, and I 
have no doubt they used the 
nformation we supplied.” 

Leslie Room, director-general, 
Advertising Association, con- 


The Government is considering 

legislation to make unlicensed 

“home-work” schemes illegal, 

Mr. Henry Strauss, Part 

Secretary, Board of Trade, said 
in a Commons reply. 


firmed that the A.1.D. committee 
have been collecting and supply- 
ing information to the police for 
at least a couple of years, as well 
as warning inquirers 

A spokesman of the News- 
paper Society said: “The News- 
paper Society has been aware of 
the activities of Willan since 
1946, and has from time to time 
issued appropriate warnings to 
members in regard to him and 
his associations. 

“It is noticeable that since 
these prosecutions began, there 
has been a sharp decline in the 
number of “*home-work’ advertise- 
ments offered to newspapers.” 


Gaol sentences 


The five guilty men in the Great 
Yarmouth “home-work” case frauds 
were sentenced as follows: 

Clifford Hartley Willan, aged 42. 
“the brains of a serious fraud,” 
five years; James Nichols, 35, “a 
good man gone wrong,” four years 
John Francis Davies, 43, and Eric 
Hudson, 32, Willan’s clerks, who 
“lived in an atmosphere of fraud,” 
three years; and Frank Horn, 55, 
Willan’s father-in-law, “a mere cats- 
paw,” six months 

The trial lasted 18 days. There 
were 68 witnesses, 324 exhibits. 

The prosecution alleged that 
between January 1948 and July 
1952, “home-work"’ schemes operated 
by the five men received in regis- 
tration fees from home-workers 
£46.760 = 1s. 34., of which 
£2,436 16s. 7d. was refunded, leav- 
ing “a loss to the public” of 


£44,323 18s. 8d 
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‘Daz’ test 


HOUSE-TO-HOUSE 
DISTRIBUTION 
PREFERRED TO 
COUPON OFFER 

Test area for Daz, the new 
Hedley detergent, is to be ex- 
tended to Portsmouth. Adver- 
tising begins there this week- 
end. 


This follows the introduction 
of Daz (as exclusively announced 
in ADVERTISER'S WEEKLY last 
week) at Huddersfield, York, 
Stockport and Blackburn, where 
advertising broke early this week. 

The campaign in Portsmouth 
will follow the pattern set in the 
other four towns. A preliminary 
sales staff meeting is followed by 
intensive canvassing and demon- 
stration of the product to retail- 
ers, After distribution is assured, 
specia] teams of girls distribute 
a packet of Daz free to every 
house. At the same time, adver- 
tising—posters, press and point- 
of sale—begins. 

. H. Cavendish, director of 
Lambe & Robinson Ltd, handling 
the account, told ADVERTISER'S 
WeeKLy that a high level of 
distribution had already been 
achieved 

Marketing methods 

Discussing the marketing 
methods adopted, he said that 
house-to-house distribution had 
been chosen because it had been 
found that coupons rarely 
achieved a redemption rate higher 
than 74 per cent. Although free 
distribution of a packet of the 
product to every household cost 
rather more, they were sure of a 
100 per cent acceptance. 

Mr. Cavendish also mentioned 
the difficulties of selecting suit- 
able test towns. Such factors as 
water hardness and competitive 
activity had to be considered and 
the problem was further com- 
plicated by the fact that many 
suitable towns had already been 
“worked to death” as test areas 
by Hedley’s or other firms. 

az is a synthetic detergent 
developed entirely in this country; 
it is available nowhere else in 
the world. One of its special 
features is its colour, blue. Mr. 
Cavendish said that the product 
was not naturally blue; the colour 
was added to connect Daz with 
whiteness in the minds of house- 
wives who normally use “blue.” 

Daz is available in two sizes, 
price Is. and Is. 11d. 

All Hedley salesmen will wear 
red and white striped ties to match 
the pack when selling Daz. 


BETAC winds up 

Following the decision taken 
early this r the British Export 
Trade Advertising Corporation 
Ltd. should cease trading, the 
members have now taken formal 
steps to wind up its affairs. All 
creditors will be paid in full, it is 
stated 
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area extended to Portsmouth 


} 
The \6-sheet poster for Daz 
designed by Lambe & Robinson, 
executed by Rome Studio. The 
background is blue, the word 
“whitest’ white and the other 
lettering yellow, 


£15,339 spent on 
‘Mr. Cube’ 


—Court story 

Judgment has been reserved in 
the case in which Tate and Lyle, 
Ltd., claimed that the £15,339 
spent by them on their “Mr 
Cube” anti-nationalisation cam- 
paign was an admissible deduc- 
tion from profits for income tax 
purposes. 

Mr. Justice Harman heard the 
Crown appeal against the City 
Commissioners’ decision in favour 
of the company’s claim 

It was contended by the com- 
pany that the expenditure was 
for the sole purpose of preserving 
its business and assets in face of 
the danger of nationalisation of 
the sugar industry advocated in 
the Labour Party programme 

In March 1949, it was stated 
by the Solicitor-General, Aims of 
Industry, Ltd.. were appointed 
the company’s advertising agents 
for five years at £5,000 a year 


BOILS WHITEST OF ALL - 


A challenge that no other washing product 


or double 
your money back! 


a 


has ever made before | 


Hal{-page ad. for Daz to appear in the “Portsmouth Evening News 


in to-day’s ‘Daily Mirror’ 


As part of this year’s “record 
breaking advertising campaign” 
Batchelors Peas Ltd. are to-day 
(Thursday) using a double-page 
spread in the Daily Mirror 

K. Le Fevre, Daily Mirror 
advertisement manager, told 
ADVERTISER'S WEEKLY: “This 
is the first double page spread 
we have had since before the 
war and, | believe, it is the 
first we have had since 1937. 
We have not asked any special 
rate. It has been booked at 
the norma! rate of £,2,000 a 


G 


page.” 
Asked if the ae spread 


would be available for other 
advertisers Mr. Le Fevre said 
they woul! be open to all 
inquiries bu: the booking of a 


space of this size had to 
done by negotiation. 

The advertisement, which 
forms to the Mirror edit 
technique, consists 
News paragraphs, illus! 
with large photogra 
Batchelors devote both 
to canned and packet peas 

On ome page there are qu 
from Elizabeth Craig. the 
writer, A. H. Halliwe! 
London West End hotel! 
and Mrs, Phyllis Haycox 
typical London housewife 
other page is dominated 
photograph of Vera Lynn 
shopping and the c 
quotes a tribute from 
Agents are Mather & Cr 
Ltd. 


of short 


GO WEST, 
YOUNG MAN 


Said 27-year-old Kenneth 
Horner, director of 
George W. Horner Ltd., sweet 
manufacturers, of County 
Durham, who has introduced 
his products into 120 new 
markets in the past five years: 
“The Americans are always 
prepared to meet a lively 
salesman more than half-way.” 

Mr. Horner should know 
He told a press conference in 
London on Tuesday that five 
years ago he did no business 
with America. Last year he 
did over 250,000 dollars worth. 
Since June he has exported A. 


possib' 

Within a few hours Mr. 
Horner was again on his way 
to America. He and his sales 
manager have this year flown 
over 100,000 miles to investi- 
gate the American market. 


‘208’ AD. RATES ~ 
ARE CUT 


208 magazine is cutting 
advertisement rates. 

As from the January issue, 
they will be reduced from £170 to 
£100 per whole page, and pro 
rata (special positions and colour 
charges unchanged). 

This decision is due to the 
adverse effect on sales that 
resulted when the publishers 
yielded to the persistent request 
of the newsagents and began to 
distribute 208 through the trade 
only. 

In a letter to space buyers, it 
is recalled that the magazine's 
first A.B.C. figure of 285,726 
(Ganuary-June 1952) was largely 
obtained while it was sold through 
Woolworth's. The certified net 
sales rose steadily for six months 
to the April figure of 376,680. 

Distribution to the trade began 
with the May issue. 

Now sales are rising again, 


*‘Super-market’ 
for toys 


The move of Henry's Ltd., 
the well-known Market Street, 
Manchester, store, in hiring the 
City Hall for a Christmas “fair 
and super market” is arousing 
considerable trade and public 
interest in the provinces. 

Backed by powerful press ad- 
vertising, the fair is open daily 
from 11 am. to 8 p.m. until 
December 24. 

Highlight of the fair is the 
“Toyteria” claimed to be 
Britain's first self-service toy shop, 

Special free buses are provi 
between the city centre and t 
hall on Saturdays. 
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Bigger newspapers take lion’s share of 
increased expenditure on advertising 


TIDE BROKE ALL RECORDS WITH 
LAST QUARTER’S APPROPRIATION 


HE first decline in magazine advertising recorded in many 
years is commented on in the latest issue of the Statistical 
Review of Press Advertising which spotlights the trend of 
expenditure as being “markedly in the favour of large circula- 


tion newspapers”. 


Expenditure on dis 


play advertising for the 


third quarter of 1952 was £10,978,723, against £10,610,769 for 


the corresponding period of 
last year—an increase of 3°47 


per cent. 


The decline of 1°56 per cent 
in Magazine advertising compares 
with an imcreasxe of 37:36 per 
cent in the third quarter of 1951 
over the same quarter of 1950 

The trend towards newspapers 
has been evident throughout the 
year. Aggregate recorded expendi 
ture for the first three-quarters 
of this year, £33,506.509, shows 
an increase of £3,081,384 against 
the same period last year The 
Statistical Review offers this 
analysis of the actual increase 


4: tual of 
mor ease Tetal 
Londen Mag 1,080,500) a4 
London } ves H,615 a3 
Net Sundays any inv 
Prov. Dailies 01,604 oo 
Prov. & Sub. Whlies PAH, 205 4 
All Newspapers 2s uy — 
Magasines “0 in 64 
Technical 650 ; 
I racie 1) 60 2¢ 
Total Ont Saad 100 0 


The trend towards newspapers 
tates the Review “does not 
necessarily mdicate a preference 
for newspapers on the part of ad 


vertisers in general; ut follows 
naturally on the advent of larger 
newspapers with much more ad 


vertisernent space avaiabic 
Commenting on expenditure 
for the third quarter, the Review 
remarks that the “total figure for 
September at £4.319.595 is the 
largest for any one month this 
year and is, in fact, the largest 
monthly figure We have eve T 


puted. In spite of the soap wa 
the current quarter's tal of 
£472,528 is little above year's 
figure of £464,607. bur Tide bro 

all records with ndividual 


expenditure during the quarter of 
£116,807 

Government departments cor 
tinue to spend s on advertis ng 
the total fo le quarter x 
£222,192 against £254,122 in 
corresponding period last yea 

The advent of chlorophy!! 
sent toothpaste appropriavons s 


ing The quarter's expenditu ‘ 
£280,538 against £193,913 in ct 
ceding three months Ind 
spenders Maclean's i‘ Ta 
Gibbs’ SR £50,019 M . 
£39,990; Pepsodent £24,817 Co 


gate’s £28,799 
Deodorants’ exnendiur t 
quarter was £47,154 (A \ 


@ Continued on page 515 


-- and how magazines fight back 


Discussing the battle for maga- 
vine circulation, the Sratistical 
Review states; 

‘Publishers have been taking 
their own medicine this past 
quarter. Publicity in the press hit 
i new high in the third quarter 
vf 1952 of £248,607. Aside from 
1 little private fight between the 
Weekly Overseas Mail (£16,865) 
and Reveille (£9,878), the four 
heaviest spenders on their own 
press publicity were Hultons. 
\malgamated Press. Odhams and 
George Newnes Ltd. 

Here are the figures of these 
tour for July, August and Septem- 


ber: 

HULTON PRESS 
Picture Post des ... £36,962 
Housewife 11.520 
Lilliput 11,519 
Lagle 1,160 
Other journals 580 


Total £61,741 


AMALGAMATED PRESS 


Woman's Weekly £13,715 
Everybody's 11,568 
Woman's Illustrated §.442 
Woman & Beauty 3,438 
Mother & Home ; 2,740 


Bottled beer trend continues 


Beer was brewed in a model 
brewery installed on a stand at 
the Brewers’ and Allied Traders’ 
Exhibition which opened = at 
Olympia on Monday. The stand 
was that of R. Ramsden & Son, 
Lid... who supply all kinds of 
vessels and machinery for the 
brewing of beer. Ramsden tech- 
nicians had produced a perfect 
all-copper miniature working 
model of the brewing plamt and 
this was installed as the centre- 
piece of the firm's stand 

The show was outstanding for 
the large number of exhibitors 
whose products are used in 
bottling or for bottled beer: con- 
siderable sections of the ground 
floor of the two halls used for 
the exhibition were filled with 
actual bottling machinery, bottle 
washing machinery, crate con- 
veyors, etc. This reflects the 
tendency in the brewing trade 
towards the production of more 
and more bottled beers. 

The same tendency is borne out 
by the statement to the press by 
F. J. Bearman, owner of the 


Where last quarter's money was spent | 


Sed quarter tvd quarter Rise or 

1951 1952 Fall % 

london Mornings | +1226 
london Evenings | 0-67 
Nauonal Sundays 8-31 
Provincial Dailies 2-76 
Provincial and Suburban W + 6-19 
Magazines .. . ’ 156 
Technical S80, 461 480,040 +250 
412,392 417,101 | + 114 

Total £10,610,769 £10,978,723 + 347 


Woman's World : 2,172 
Oracle 

Popular Gardening 

Answers 

Lion 


School Friend 
Other journals 


Total 


ODHAMS PRESS 
Mlustrated 
Woman 
Everywoman 
John Bull 
Sporting Life Guide 305 
Summer Pie { 2.165 
Mickey Mouse d 1.548 
Combined advertising of 
Woman, John Bull and 
Illustrated ; 1,125 


“Charlie Cutsole’ gave short talks 
on the value of cut soles in modern 
repairing in six dialects—Irish, Lan- 
cashire, Scottish, Southern, Welsh, 
and Yorkshire—at the Shoe and 
— Leather Fair at Earls Court. The 


Total £42,743 figure was built for the National 
on-site Association of Cut Sole Manufac- 
turers by Talkaverts Ltd. and was 


NEWNES GROUP designed and created by Reid Walker 


Woman's Own ... £24,656 Advertising Lid. 
Modern Woman ? 4.852 were hates aaa 
Tit-Bits 2.569 4 

Other journals 2.538 Will challenge 


Total £34615 ‘nylon fur’ 


descriptions 


The Retail Trading-Standards 
Association is warning advertisers 
that they will risk prosecution if 
they advertise or describe nylon 
fabrics as “nylon fur.” In this 
action the Association has the 
support of the British Fur Trade 


Weymouth brewery, J. A. 
Devenish & Co., Ltd., who was 
chairman of the panel of beer 
judges at the ex ion. Most 
breweries would pr juce a special 


high-gravity beer f.- che Corona- = Alliance. 
tion, he said. Alrosg all of it The R.T.-S.A. state that their 
would be bottled sod a crown view that the description “nylon 
would be printed each label. fur” is an infringement of the 
‘Cl ae - il a -|_~ Act A. 
strongiy sustaine yy successiu 
ean up ma Court actions, regarding the 
7 description “rayon linen.” In 
order call these actions it was made clear 
The national ; vould follow that to apply a description such 
the Radio Time ve of refus- as “linen.” “silk.” or “fur” to 
ing new mail advertising articles which are not made -of 
pending an ing » machinery one of these materials was a false 
for preventing States the trade description. 
editor of Drape cord in his ~iati : " 
an cit The Association is appealint 
Commenting 3B.C’s de % fashion writers “not to fall 
clslon, fee States the interest into the happy-go-lucky habit of 
of straightforwa ers who use adopting easy but misleading 
the press to pu! their wares, descriptions for new fabrics.” 


- ae Ss on a clean-up ona cease ae 
o mail or \ J vertisements, Wi ; 
especially those » ppear at the inding-up order 


week-ends in va ournals and 
offer goods of ; d high quality Division on Monday, made an 
at alleged stagy 2 price reduc- order for the compulsory winding- 
tions.” up of Braund Advertising Led. 


Mr. Justice Vaisey in the Chancery 
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Club News 


Oxford 


When mother-in-law 
talks ad. jargon 


At the Advertising Club of 
Oxford, Eric Hobbs, art 
director, S. H. Benson Lid., spoke 
on advertisement design and the 
art director's job. 

He preferred “the type of illus- 
tration showing real people rather 
than advertising puppets. Copy 
should be readable without a 
shudder. The pop-eyed females 
whose mothers-in-law and neigh- 
bours talk advertising jargon 
carry no conviction. They are full 
of superlatives, hysterical, credulous 
and incredible.” 

There was a danger of the artist 
and designer becoming too absorbed 
in design for its own sake and 
forgetting the main purpose of 
advertising—selling. 


Berks and Bucks 
Light on the 


darkroom 

Photography and publicity are so 
closely related that it is di it to 
draw a demarkation line between 
them, E. A. Hubble told the Berks 
& Bucks Publicity Club at Readi 

Photographer, printer, and poll- 
tician, Eric Hubble, with his varied 
and wide experience in many fields 
of publicity, lifted the professional 
veil of the darkroom and revealed a 
clear picture of the important func- 
tion of photography in advertising. 


Leeds 


P.R. in uniform 


Major Alan Simpson, P.R.O., 
Northern Command, told Leeds 
Publicity Club that when he first 
started 4s an Army P.R.O. before 
the last war he was “batting on a 
sticky wicket” because the Army 
was unused to publicity. Now it 
was a different Army and there was 
a different spirit. 

He said it was his job to give the 
public an accurate picture of the 
Army, and also to convey to the 
Army the public's attitude to it. 


Manchester 


Public speaking 


A new course—to start early in 
1953—-has been planned by the 
public speaking section of Man- 
chester Publicity Association. The 
lecturer is to be a_ well-known 
instructor and members will receive 
individual coaching with the help of 
a tape recorder. Classes are to be 
held during the lunch-hour or in 
the evening—-whichever is most con- 
venient to members. 

Sidney F. Wicks, one of the 
Association's oldest members and 
an authority on public speaking, will 
lecture during the syllabus. 


Sheffield 


B.B.C. representation 


The Sheffield area is to be 
strongly represented on the new 
North Regional Council 
B.B.C. D. Stephenson, 
poration’s North Regignal Con- 
troller, told Sheffield Publicity Club. 


David Cocies, Minister of Works, speaking at the Publicity Club of London 


meeting on Monday evening. From left to right are B. P. 


r, chief 


information officer, Ministry of Works, David Eccles, Ivan Luckin, chair- 
man, W. Harold Butler, vice-chairman, and Reg. Cooper, hon. secreiary. 


Publicity themes will stamp 


Coronation impressions 
MINISTER ADDRESSES LONDON CLUB 


Making 
audience 
Publicity 


impression achieved by the Corona- 
tion would depend largely on the 
sort of theme adopted by those who 
gave publicity to its arrangements. 

Asked about the publication of 
an historical record of the Corona- 
tion, Mr. Eccles said that he pro- 
posed engaging a number our 
best artists to draw crowd scenes 
for incorporation in a book of 
sketches. He referred to the “won- 
derful job” done by such papers 
as the Ilustrated London News and 
The Sphere and said that he had 
found their pictures of the 1937 
Coronation most helpful. 

“For every 10,000 who saw the 
Coronation with their own 
millon saw it in pictures. 
million we are going to consider. 
It is people who see the films who 
will be important in building up the 
prestige of monarchy.” 

Other points he made were: 

The cost of stand building and 
decorations is 34 times the pre-war 
figure. 

As a result of experiments made 
late at night last summer, it is hoped 
to embody a number of changes in 


why, in 
speaking should 
concern 


MR. SPEAKER... 


Friendship with 
America 


Alfred Edwards, 
M.P. for Middlesbrough East, 


former Labour 
told 


the Publicity Club of Wolverhan 


ton that too many people were 
aware of the dangers of Comr 
ism, They were of the opinion : 
“it couldn't happen here.” 

If our friends ip with Am 
were broken, not only » 
Britain's survival be in jcop 


but the survival of the whole wes -'n 


world would be at stake. 
Glasgow 


floodlighting next year. 
Birmingham 
a 


. 
High morals 

General Eisenhower had offered 
the American people a policy of 
“high morals” as well as economic 
wealth, and this had been the <e- 
ciding point | the election, said 
Ronald E. Louert, American vice- 
consul in B mingham, at the 
November luncheon meeting of the 
Birmingham Publicity Association. 


‘High taxation’ 


Addressing the Publicity Clu’ 
) 


Glasgow last week on “Trade 
look,” the Rt. Hon. Hector Mc* 
M.P., said that restraints and 
taxation would remain for a 
time. 

While six years of Labour 
had stimulated trade, they 
created problems which were 
to remain and he was satisfied 
unless these problems were di. 
and solutions found the out!o 
trade could not be stable. 


ADVERTISER'S WEEKLY 
Fleet Street 


Column Club 


700 applications for 
Christmas lunch 


Just over 700 applications have 
been received for tickets for the 
Fleet Street Column Club Christmas 
lunch to be held at the _—— 
Rooms on Wednesday, Decem 
17. 

The capacity of 750 has almost 
been reached—-more space has to be 
reserved for the guests this year 
because of the visit of the Corona- 
tion Lord Mayor, Alderman Rupert 
De la Bere, M.P., and his Sheriffs. 
Tickets will be distributed this week- 
end. Lionel Marson, the well-known 
broadcaster, will again invoke the 
spirit of Christmas. 


Leicester 
_ Agents must train 


salesmen 


The time when advertising agents 
will have a sales, promotion depart 
ment, which will include sales train 
ing, was envisaged by A. L. Jack- 
son, secretary, Leicester 
Branch, Incorporated Sales 
Managers’ Association, during a 
talk to the Publicity Club of 
Leicester. 

Only when this happened, he said, 
could the agenis be sure that their 
work was complete—that the goods 
oy advertised were properly sold. 

¢ contended that advertisers 
failed to develop the power of their 
salesmen, and had not made better 
merchants out of enough retailers. 


In brief... 


At the Birmingham Srey ¢ 
Association Ball in aid of N.A.B.S. 
four members of “The Archers,” 
stars of the B.B.C. family serial, 
appeared by arrangement with the 
Birmingham Gazette 

Lid., who 


presentations to S. V. Morrish, late 

hon. secretary, and A. C. Lucas, late 

hon. treasurer... . Wolverhampton 

Publicity Club will hold its Christ- 

ay a on Friday, Decem- 
r 19, 


A. E. Hewitt (centre), managing 
director of the Spode China Works 
in England, presenting to the Thirt 
Club of London Room in the Ad- 
vertising Club of New York an 
ashtray made from a stone of the 
bomb-damaged Houses of Parlia- 
ment. The presentation made on 
behalf of Spencer Copeland, director 
of Spode, is accepted by Charles C. 
Green (left), secretary of the Adver- 
tising Club; Robert G. Inman, 
American adverti manager of 
- Spode, looks om. 
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BENS 1000 PRoPuE, 


. Miss Enid Easton, who was for 
Miller-W hee ler nany years in the public relations 
department of Courtaulds Lid., has 


leaves Drysdale oined the British Rayon and Syn- 


hetic Fibres Federation specifically 


: J. H. Milter. Wheeler, | Mer y o work on retail store promotion 
licity manager Drysd A ¢ * * * 
Lid, S yun Gl t The Hon. Lionel Berry was in- 


vested as president of the Printers’ The new chairman, Richard Coit, and the directors of Paul E. Derrick 


appoin d Sco h mas t 
Spicer, Cur & Hatfield Lid, th Pension, Almshouse and Orphan Advertising Agency Ltd. entertained friends at the Dorchester last week 
London and Manchester firm of Asylum Corporation, in succéssion fron! row (left to right): W. Memory (“News Chronicle”), G. K. Le Fevre 
y pe ’ oe . . 
idv ng agent M Mii! o J. Bowes Morrell, at the Festiva! (“Daily Mirror’), G. Smale (“Daily Mail”), and A. Mitchell (“Daily 
Wheeler had been in the service of Dinner at the Connaught Rooms Telegraph’). 
Drysd x < for 26 yea ist Thursday A collection of 
grad ¥ seh the echnica £47,102 in aid of the funds was 
and departments to the po nnounced and it was stated that G. S. Strode heads 
af y wag n which he Corporation was distributing : 
Capecity he served for seven years, £70,000 among 2,500 bencficiaries circulation men 
fle had mn through ill-health bs . - * 
%, n Sept«mber of this vear. having Soin A Blanch, ~e G. 8. Strode (B.B.C. Publications) 
me been sit ngaged on lighter duties manager, The Herald and Wee ‘ly * 4 chairman of @e Agee 
with the fi He was formerly hor Times Ltd., publishers of The Mei a oe w — oy o—_ eo 
secretary of the Scottish sections of wourne Herald. The Sporting Globe “O aa ; ng last Friday 
1S.B.A. and the LA.M.A ind The Weekly Times and other pa. Phomas 1S Pole ; — 
* * * Australian publications leaves for "ys "Roms | A. Rodd ” Y} 
Celebrating W years with th head office on December 10. He Gra es oly su F Hatheld 
rap wT t msurer, . 
Evening Standard this week is Will be succeeded by Harold R. 1) - 3 aie E 
E. Gimmy) Dale, chicf display “Maugham, assistant manager at head teed Gtheie  iaien FE. D. 
‘ suf fice for many years anwe (Matty irror) . . 
Yor shi aeey M an a blut tush (Georg Newnes), W. H. 
gene nage ate lien «-cntdl Mead (The Star), A. McNab (Dail, 
922, wader advertisement directo New secretary for Express). auditors, R. P. 
a ou (Cr uve Newnes Lid.) L. E ‘<— 
try A, Scottish ISBA land (Financial Times). 
- Aeeettggiges enema enaperaamen W. O. Birkbeck was clected an 
had camel Hugh K. Wakefield, advertising honorary lif mber of the Asso- 
vod pont 7 hi manager, George Dobie & Son Lid ciation 
“en? Paisley, has agreed to accept offic . . 
on | WW 1s honorary secretary of the Scot * * * Edward E. Preston receiving a silver 
7 orn ; ish section of the Incorporated W. H. Archer. of Downtons <igarette case from the chairman of 
’ ' Society of British Advertisers in Ltd. has been app. nted their pro- London Publicity Club, Ivan ' 
tte sucesmion to ‘3 H. Miller duction manager Luckin, in appreciation of his five j 


years’ service as honorary secretary. 


hich ‘es ‘had 

Wheeler, who recently resigned on 
joined from (.- ; P (Mainly Personal, page 512) 
a ee Eg he grounds of ill health. Birthday party * + * 


Mr. Wakeficld was for many year 
only B sk issociated with E. S. & A. Robin ‘all at sea’ David Hayward now heads the 
’ ca . . . 
ade Son, the Bristol printers, but shortly b+... oo Aye ht pe 


before the war he joined the adver 


~ te ~y ; ising department of Thos. Hedley Bernard Coaling, . director of international network of . offices 
Hr va & Uh. tak. Where tes teceen SD. Toon & Heath Ltd., the Soli Mr. Hayward, formerly with Sam- 
j h , will = =agency. son Clark and Auger & Turner, 


ned up with The — rs. serv responsible for point-of-sale and 
with them at home and abroad display advertising material. During 


as arranged joined Grant's as an account execu- 
nother novel tive last year and handled the Good- 


| June 1919 Mr. Dale is a the war he served in the R.A? 5 . ~ 
nal-lover, especially. of  (¥.R.) and was awarded the D.F.¢ Te ae ee 
‘ » " the tt ' ee « Tc a cr 

ud ca He has befriended 19-1940 for services in the Battle of fe's bi ~~ this new "assignment eich 

{f homeless ¢ uts sinc Britain, Aw Staff duties took him ife’s = A, rs ‘ 
i . lay on : 
ve J € the blitz. and can b , to many parts of the world, includ G. ft . 4 

— ric . mbe l - Donovan Candler, managin 
: ght after office hours goin ing America, Canada and the Middle -mber : diedias aes Wadiaee ta ging 
5 he inds of his feline dependants bast ' i oy the featured in nn artic le “Tt Pays To 
he ruined buildings behind Fle On demobilisation he went to aa ‘ — Help The Artists” in this cocks 
Street India as po ae Ad Pat's Winte: Illustrated. The story of his work 
* mn * vert sing xe — c = re an ruise” and 4S an artists’ agent is illustrated with 

fb. 1. M. (Mike) Smatiey 4 « sssociate of the British American Hl again b& pictures of him at work 
G, Street & Co... Lid Tobacco Company. Later he took id = 
* * * wer the Imperial Tobacco Company . ye ‘ - > een naee 
ege 
of India account. lub Shirley OBITUARY 
Transferring to Grant Advertising ll the neces OO 
Inc. in 1947. he became agency ry effects J P Downes 
xecutive on some well-known will be there y rty-goers the ~s > 

sccounts. He won two prizes in actual impress ing at sea John Percy Downes, director and 
4 successive years in the All-India an 18 ft. tank ‘the eae secretary of the Commercial Adver- 


Calendar Competition. His associa- using Service, Ltd., Manchester, died 


piece of the ta e miniature 
’ - » - as r . 9 5 
ion with tobacco advertising began waves will lap i er last Friday, aged 4 Mr, Downes 


in 1932. when he designed , display s model island : Seeds joined the company in 1923 and 
material for Gallahers and Carreras of lights flash kle. Special was jpn director a short 
7 and he resumed it with his appoint- scenic effects h usd to te |e ore the death of his father 
ment to George Dobie & Sons Lid create a model cul jsland com- Joe Séuere Downes. who was also 
* * * plete with erup ino. Stereo- * Girector 


Awards of the Institute of phonic sound ct | add to the . 
British Photographers include an realism of the Max Elkington 


associateship in press photography * * Max Elkington, a founder of. 

to H. G. Crabtree, chief photo- and a partner in, the advertising 

Louis Moss (efi), presides ‘ grapher of the Birmingham Gazette Sinclair Wood ‘ Pritchard and publicity firm of Peplicity 

sents the Market Research S ind Despatch Lid he are only Wood & Par I who has Advertising Service, Church Gate 

: twenty guinea prize to A. EB. Jones, 3195 associates of the Institute in all been on a bus sit to New Loughborough. Leicester, has died 
2 Vorth Thames Gas branches of photography in this York, returned last Friday at his home in Mountsorrel, aged 
hest market research paper i country and the Commonwealth. and This trip bring wal mileage 39. He had been in failing health 
. {ssociation o orate ‘ the award is regarded as a high ravelled overse senior mem for Some time and had undergone 


cians examinatior professional qualification bers of PW P > to 62,352 a major operation recently. 
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SPORT 
& 


COUNTRY 


states the facts 


READERS OF 


SPORT & COUNTRY 


are among Britain’s biggest agriculturists! 


(Cumulative table comparing, by percentages, the acreages farmed by SPORT & COUNTRY and typical farmers.) 
Percentage of 


SPORT & COUNTRY Acreages Percentage of 
Farmers Farmed Typical Farmers + 


10°4 Under 50 acres 63°6 
89°6 Over 50 acres 36°4 
82-0 Over 100 acres 20°5 
73°90 Over 150 acres 12°2 
56°3 Over 300 acres 3°3 
30°6 Over 500 acres “9 
20°2 Over 700 acres °3 
11-8 Over 1000 acres *1 


A searching enquiry conducted among the subscribers to SPORT & COUNTRY provides the facts detailed 
in a new promotion piece entitled “SPORT & COUNTRY STATES THE FACTS.” This establishes 
that 80.1% of SPORT & COUNTRY subscribers are farmers of the highest calibre.t+ Information on acreages, 
mechanisation and stock is given in detail. A copy of this publication will be mailed to advertisers and 


their agents in the near future. If, meanwhile, you would like a copy dispatched to you personally, please advise : 


GRAHAME E. BISHOP: ADVERTISEMENT MANAGER: SPORT & COUNTRY: 195-198 STRAND: W.C.2 
(Telephone ; TEMple Bar 5444) 


{Based on statistics of Agricultural Holdings in England and Wales supplied by the Ministry of Agriculture and Fisheries. 


*tBreed and agricultural societi-s, farm institutions, agricultural machinery and equipment makers, livestock 
shippers, etc., bring SPORT & COL NTRY’S total agricultural readership up to 64.6 
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ADVERTISER'S WEES 


‘Good media 
certificates 


Dubious advert Z hia 


were bad « 


welte sore 1 


Ad. rates raised 
to foil Peron 


le dv defeated a bid 
t vd I nomy of La 
ry t 4 nian daily new 
pay 1 dowr by Peron 
G i Joa n af a 
! zi 

In 1948, tt wspuf “ con 
pulsorily cu per cemt in siz 
by off fer with the n of 
“ king nance But the plan 
misfired 

Wh happened told in Defence 
of bree m.* 4 book written by the 
ed t La Prensa They had not 
‘ j 1 th newspapers most 
Pr “ ful lly tn !t ack ‘ the 
ad he peopl La Prensa 
i { dvertising rate m pro 


ivailable and 

financial 
untained 

Ih hors of thes undermining 

mor lo fel hat advertisers 

1 soon sw h over to other 

was not what 

! Adver rs accepted the 

d placed smaller 

1 adv sements. Despite 

( flor the expected 

. jd not take place 

k ’ s¢ other med adver- 


d to wa heir turn 


with i ! scrift 


Government 
d dispute w 


Co-operative Press 
ad. revenue up 


Rep ne nereas n trading 
ven { £27 10M w 88 p 

he d { the Co-op ve 
Press | ver = half-ve 
rep rey sales of 

ms vield »9SS (an 

f £3,847) ( " andy 
revenue ac d £95.74 
m is wt ” I Y 

he v adv s 

) ! ri un 
£28 7¢ l from | 
£40.71 > ¢ 7 

| ’ 
high new It 
) { h 

furth ‘ 


480 


‘personal touch’ 


B.LF. try 


to pull Canadian buyers 


A poster that is expected to 
arouse some controversy is to be 
used by the Board of Trade for 
= British — Fair io 

Coronation y 

Ashley ie (W. S. Craw- 
ford Ltd.), who designed it, has 
ncorporated the traditional inter- 

xcking cogwhee] motif in the 
etters B.L.F. and in the Crown 
surmounting them 

Executed in black, yellow, blue 
and red. on a grey background, 
the poster is designed to achieve 
1 colourful effect appropriate to 
Coronation year F. spokes 
nan told ADverTISER’S WEEKLY 

This poster represents a certain 
amount of boldness on our part 
lt has been before a great many 
people before finally being ap- 
proved. Undeniably it is provoca 
tive. It is the kind of poster that 
grows on you but on the other 
hand it sends some people 
hopping mad.” After the Corona- 
tion we will be returning to the 
more familiar use of the B.LPF. 
symbol.” 

The design will also be used 
on the catalogue, information 
booklet, showcards, and poster 
stamps, and in some press adver- 
tising. 

About £85,000 is available for 
BLE. home and overseas publi- 
city this year. This sum excludes 
the London and Birmingham 
catalogues, which are virtually 
self-supporting. 

With this limited amount it is 
being found increasingly difficult 
to publicise the Fair adequately 
in all the, top priority export 
markets overseas, states a B.1.F. 
spokesman. There is, however, 
to be a greatly intensified drive 
to attract Canadian buyers It 
will use a more personal ap- 
proach, and will make great use 
of advance editions of the B.LF. 
catalogues. The need for early 
travel and hotel reservations dur- 
ing Coronation year will be 
emphasised. Editorial style adver- 
tisements introduce | local British 


CENTENARY GREETINGS TO 


The centenary issue of The 
Field, which contains a facsimile 
of a goodwill message from the 
Queen, and congratulations from 
the Queen Mother, the Duke of 
Gloucester, Mr. Churchill, and 
many other notabilities, was in 
troduced to the press at a party 
last week by the editor, Capt 
Wilson Stephens. 

Lord Rothermere, Lord Cam- 
rose, Lord Kemsley, Lord Beaver- 
brook. and Col. the Hon. J. J 
Astor have led the poe good 
wishes from Fleet Street 

The Field was first published 
on January 1, 1853, by the pro- 
prietors of Punch, Mark Lemon 
editing both journals. A drawing. 
“Mr. Punch launches The Field.” 
which Sir John Tennie! drew for 
a pamphlet intended for adver 
tisers, ts reproduced; and Punch 
leads the many journals, both at 


home and abroad, whose good- 


mee BUSTIN) ee 
Ready won araae 
lo gor. 
LAST CALL 


This advertisement will wind up the 
Bid Canadian press campaign. 


trade officials who offer personal 
service 


Advertising in daily newspapers 
( 


throughout Canada will carry a 
coupon for free copies of the 
catalogue The final advertise- 
ments will have the slogan: 
Ready to go’? Last call,” accom- 
panied by a drawing of the B.L.F 
catalogue and a passport being 
Placed 1 brief case 

Closely following a technique 
which was applied successfully in 


the United 
letter is being 
Board of Trad 
high-level Canad 
Walsh Adver g Co., Ltd., 
have been appointed to handle 
the Canadian campaign for which 
35.000 dollars has been allocated. 
The campaign the United 
States, which wil! follow closely 
the pattern used r last year's 
scheme, will again be handled by 
Hewitt, Ogilvy, Benson & Mather 
Inc., who were first appointed for 
the 1950 B.LF. Conferences are 


States isst year, @ 
sent from the 
2,000 or 3,000 
) buyers 


being arranged t take place 
throughout the United States and 
visits are also be organised 


*& See Survey of Commonwealth 
Trade Prospects, p. 499 


bri 


Cover ef t lary issue 


NovemsBer 27, 1952 


Annual appeal 
for NABS 


Miss J. A. Reynolds, president, 
National Advertising Benevolent 
Society, has now launched the 
annual appeal for funds 

In her appeal letter, Miss Rey- 
nolds (who is chairman of Sam- 
son Clark, and Co., Ltd.) states 
that her pride in being the first 
woman president of N.A.BS. is 
the greater in that the Corona- 
tion will be celebmted during 
her term of office. 

Recalling the first meeting in 
the Cannon Street Hotel at 
which, with Lord Northcliffe in 
the chair, N.A.B.S. was launched, 
she mentions that during the in- 
tervening 40 years the Society has 
provided benevolence to the tune 
of £280,000 and “has been coun- 
sellor and friend to each and 
every one of its beneficiaries.” 

Miss Reynolds asks all reci- 
pients of her letter to urge their 
advertising friends to send a 
Coronation gift. 

yvamson Clark & Co., Ltd., are 
holding a Christmas Fair in aid 
of N.A.BS. at their offices to- 
morrow (Friday). There will be 
stalls on which goods contributed 
by members of the staff will be 
on sale, a fortune teller, and pos- 
sibly a competition and auction 

As from to-morrow the offices 
of N.A.B.S. will move from St. 
Paul's Churchyard to more con- 
venient accommodation at 27 
Old Bond Street, W.1 (Grosvenor 
8740). 


‘Strict control’ at 
Southampton 


Southampton Borough Council 
is to adopt “a strict and consis- 
tent control over signs and adver- 
tisements.” This decision was 
taken on the recommendation of 
their town planning and develop- 
ment committee, who have car- 
ried out a survey of advertise- 
ments in the Inner Avenue. 
Negotiations have begun with 
various owners with a view to 
securing a reduction in the num- 
ber and size of these advertise- 
_ ments. 


‘THE FIELD’ 


will messages appear under re- 
productions of their own title 
headings 

The Field owed its inception to 
a Suggestion by S. Surtees 
(creator of Jorrocks), a portrait 
of whom, wearing hunting pink, 
appears on the front cover. Dur- 
ing its hundred years, under a 
succession of distinguished 
editors, it has exercised a pro- 
found influence of British sport, 
and has also been influential in 


promotion legislation against 
cruelty to animals. 
The centenary issue contains 


fine full-page colour pictures of 
the Queen and the Queen Mother 

The editorial and pictorial 
content is backed up by many 
advertisements in colour or 
monochrome. 

M. Ruvigny is 
ment manager. 


the advertise- 
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FICTION..... 
¢ See re 


and innocent girl, but she grew up. 
wrong. And by her one score years 
and two, her granny had grown to 
hate her.... her sisters despised 
her. ... her mother couldnt stand 
her. BUT...men....men just could 
not resist her....this tycooness.. .. 
this clamourer for the precious yellow, 
non-rusting, malleable, ductile metal, 
lured into her tinselled net, kings 


and pearly kings, sappers and saps. 


t 


\\ 
\ 


/ _, Provincial Newspapers are read by all 
‘_/ | the family-in the home-where recep- 
, tiveness is greatest and confidence 


/ 


in the local newspapers-views, news, 
and advertisements is particularly 


strong. Fn aan pot , 


vuw 
Issued by the department 9f NORTHCLIFFE NEWSPAPERS t : sials 
GROUP whose job it is to publicise the undeniable ae / 
y~ Fey 


to be devived from advertising in the provincial press- partic 

HULL DAILY MAIL BRISTOL EVENING WORLD GRIMSBY SATURDAY TELEGRAPH 
GRIMSBY EVENING TELEGRAPH SOUTH WALESEVENING POST STAFFORDSHIRE WEEKLY SENTINEL 
LINCOLNSHIRE ECHO —»THECITIZEN c.oucesves) HERALD OF WALES 

EVENING SENTINEL STPXR.°% GLOUCESTERSHIRE ECHO ‘GLOUCESTER JOURNAL 

DERBY EVENING TELEGRAPH YORKSHIRE & LINCOLNSHIRE CHELTENHAM CHRONICLE 
LEICESTER EVENING MAIL, = MES(Huu) 


R.H. PENNEY, ADVERTISEMENT DIRECTOR ,NORTHCLIPFE NEWSPAPERS GROUP LTD, CARMELITE HOUSE, LONDON, E.C4. CEN.6000. 
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New premises of T. B. Browne Lid 


ait 117 Piccadilly 


Agency move 
after 80 years 


After RO Queen 
Browne 


years in 
I. B 
ti) Digger pre 
the most desir 
in London, 117 


the ner of 


lace dur 
Christ 


take p 


before 


agency has 
present 
Victor 
most 


Street 


premises 

a Street. and mar 
mportant people 
advertisement departments 
to-day have youthful 
of visits to “163.” 

The founder of the 
Thomas Brooks Browne 
have chosen Queen Victoria 
Street as being midway between 
his City chents and Fleet Street 

To-day the founder's grandson, 
Ronald, is joint managing direc 
tor with his cousin Claude, and 
the agency's fourth generation 1s 
represented by the former's son 
John 

The move will be yet a further 
onfirmation of the westward 
trend of 


memorics 


gency 
may 


agencies 
Patra’s ‘How we do 
it competition 


On thx 
nnual 


occasion of the 22 
general meeting of 
Packaging and 


Kingsway, 
nber 4 
will Strate the 
work carried out on the 
and physics of printing 
papers the testing of 
yackages agains insect attack 
cw wash-up sol 

so be displaved 

manner in 


2, on Thursday 
displays 


watory 


demonstra 


equipnent answ quc 


482 


Planning students tackle 
outdoor ad. experts 


London University town planning students exchanged opinions 
with outdoor advertising experts at a meeting in London 
The advertising team comprised G. S. Campbell (Franco Signs), 


H. G. Ellinger (Mills & Rockleys), and C. L. 


Hallas (Lintas) 


Here are some of the comments from both sides 


THE STUDENTS 


The advertising in Trafalgar 
Square is far more stimulating 
than Nelson's Column. Advertis- 
ing is a feature of London well 
known in other parts of the world 
There is a place for advertising 
im urban design 

Many people feel that the effect 
of the gardens in front of poster 
sites is rather too suburban and 
lacks civic quality. 

There appears to be a shrink- 
ing linit to the number of places 
in which posters ean properly be 
placed. 

Architects impose some limita- 
tions on lettering because they 
fear being saturated with bad 
design 

Since the advertisement regula- 
tions came into force the adver- 
tising industry has almost become 
a planning authority itself. It 
realises the necessity of making 
advertisement amenities. 


‘Carry-home’ pack 


This picture shows an arrange- 
ment of the new Clayton's “carry- 
home” pack, specially devised and 
designed by W. M. de Majo and 
Veronica de Majo for the 
Clayton's Pure Fruit Juice range 

The outer slceve can also be 
used as an individual point of 
sale display unit with different 
designs printed on each side to 
achieve Maximum variety with 
this simple display device. 

Printing is in solid green on 
white card, varnished, by Richard 
Pye & Co., Ltd., London 


THE EXPERTS 


Planning committees through- 
out country areas base their ob- 
jections to outdoor advertising 
on a multitude of reasons. But 
when the appeal stage is reached, 
it falls to the planning officer to 
state the case on grounds of 
amenity or public safety 

There is a school Of thought 
that holds that the absence of ad- 
vertisements along a Toad con- 
Stitutes a danger because drivers 
are more likely to fall asleep 

Offensive advertising signs are 
usually the work of amateurs 

Frequently planning officers 
grant permission for a site pro- 
vided incorporates a garden— 
often most unsuitably 

The present outdoor advertising 
regulations try to put too much 
through the sieve in order to 
catch the fraction of bad adver- 
usimg that goes on 


with bottle opener 


A special feat 
bottle 
ated 
pack 

Shown also 
designs now 
out the Cla 
range The 
variety of gay 
three differe 


ire is made of a 
pener which is incorpor- 
vith each “carry-home 


e the new label 
juced through- 
ure Fruit Juice 

Printed in a 
dern colours 
wurs for each 
label. ‘The were designed 
by W. M Majo, assistant 
designer D Rabiey, and were 
printed by Drayton Printing 
Works Ltd. 
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BIRMINGHAM 
TRANSPORT 
AD. CONTRACT 
a a 


ap 

Company Ltd. to be sole con- 
tractors for the advertising 
rights on their vehicles, 

Birmi have never 
before allowed advertisements 
on their buses. 

The Birmingham transport 
fleet is the second largest in 
the provinces to Glasgow 
transport for which Frank 
Mason's also act as sole ad- 
vertising contractors, 


Classifieds back 


after two years 


The Daily Telegraph, Sydney, 
will publish in January a special 
Trave] Issue of interest to the 
45.000 Australians who are ex- 
pected to visit Great Britain for 
the Coronation 

Both this paper and the Sunday 
Telegraph, Sydney, which two 
years ago suspended classified ad- 
vertising owing to the newsprint 
shortage, have now reinstated it 
They are represented in London 
by Australian Consolidated Press 


TV advisors and 
entertainment 


“So far as 1 am aware none of 
the members of the Television 
Advisory Committee is an expert 
in providing entertainment,” said 
the Assistant Postmaster-General 
(David Gammans) in a written 
Parliamentary reply. 

“But.” he continued, “it will 
be open to the Committee to take 
the views of representatives of 
the entertainment industry if their 
interests are affected.” 


Speeding up taste 
for better design 


The tendency in Britain to retard 
unwittingly the advance of design 
presented a very serious problem to 
industrial designers, said John 
Barnes, chairman of the Midland 
Industrial Designers’ Association, at 
a meeting in Glasgow under the 
auspices of the Scottish Committee 
of the Council of Industrial Design 

Industrial designers should not 
under any circumstances force upon 
the manufacturer a design too far 
in advance of its time and one which 
would consequently be unacceptable 
to the consumer. They must exer- 
cise restraint in their designs for 
mass production when their con- 
sumers were numbered in thousands. 
It was, however, possible to speed 
up general appreciation of better 
designed articles. 
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The Sunday Pictorial, with 

an average net sale of 5,046,640, goes 

into every third home in Great Britain. It 
is read by every adult member of the 
family during Sunday’s hour of leisure. 
It is read at breakfast, during the 
morning, after lunch and in the evening. 
Advertisements are seen again and again 


on the best advertising day of the week. 

In an age of rising prices the Sunday 
Pictorial scores where cost of space is 
concerned too. Compared with 1939 

SUNDAY PICTORIAL its square inch per thousand 
rate has increased much less 
than that of any other Sunday 
national newspaper. 
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‘FREE’ GIFTS 

Retail traders dislike “free gift” 
and coupon schemes. No fewer 
than seventeen retailer organs 
ations subscribe to a manifesto, 
strongly criticising such 
schemes, issued as a leaflet by 
the National Chamber of 
Trade and published fully in 
“Advertiser's Weekly” on Sep- 
tember 25. 

Advertisers using, or tempted to 
use, these methods of sales 

omotion should take heed. 
etailer goodwill is not lightly 
to be spurned. 

Particular objection is taken to 
offers, as conditional “gifts,” of 
products other than those an 
advertiser makes, or desires to 
sell. 


Case against 


Manufacturers who can afford 
such “gifts,” retailers argue, 
should be able to cut prices. 
Distributors suffer because 
normal patterns of trade are 
upset, they become  over- 
stocked, and face loss due to 
slow moving lines when the 
artificial and temporary im- 
petus of a “gift” scheme is 
withdrawn. Customer attention 
is distracted from the primary 
product to the commodity 
represented by the “gift.” 

Many manufacturers accept this 
view. No newspaper proprietor, 
for example, wants, if he can 
help it, a return of the pre-war 
“gift” battle for circulation, 
from which, in the long run, 
no one benefited but the 
recipients, 


A distinction 

A distinction should, however, 
be drawn between offers of 
extraneous products and gift 
offers, by a manufacturer, of 
other products manufactured 
by himself. This can be re- 
garded as a legitimate means 
of promoting not only = the 
primary product, but a manu- 
facturer’s whole range. 

Coupon schemes, by which cus- 
tomers are offered packages at 
a reduced retail price, can also 
be defended as an effective 
means of inducing trial pur- 
chase. 

Stunts are all very well in their 
way, but no stunt promotion 
will bring continued dividends 
unless the product itself is right. 
Stunts to sell a bad product 
are a fraud. Straightforward 
advertising of a product on its 
merits is the one sure way of 
getting and maintaining sales. 


Fashion's first” 
and final word 


aka 


I SUPPOSE that many adver- 

tisers and agents are now 
enjoying some quite novel ex- 
periences. They are planning 
their advertising with a free- 
dom that has been unknown 
since 1939. Bigger newspapers, 
larger spaces, less omissions— 
all these things come like a 
breath of fresh air. 

Let me say at once that they 
ate as cheering to us newspaper- 
men as to our counterparts in 
advertising. We of the Provin- 
cial and London Suburban Press 
will be very glad to see a con- 
tinuance, indeed an extension, of 
this present prospect of sweeping 
away the frustrations of the 
post-war years. 

These developments are, of 
course, not without their prob- 
lems for the advertiser. They 
bring him face to face with the 
real job of 
ad v ertising, 
the selling of 
goods and 
services in a 
com petitive 
market. It is 
a testing time 
once more. 

Perhaps it 
is a good 
thing that 
the oppor 
tunities of 
to-day are 
accompanied 
by the need to secure real results 
and value for money. The easing 
of restrictions must not obscure 
the important fact that the job 
to be done is growing sterner 

Already one can see a tendency 
for advertisers to thrash about 
indiscriminately in their new 
freedom. For example, it seems 
to Me to be unwise to wreck a 
comprehensive and carefully 
planned schedule in order to find 
the money for a few of the large 
and expensive spaces that one’s 
competitor may be using. This 
is wasteful emulation and it can 
lead to expenditures out of all 
proportion to the results 
achieved 

1 think also that this is not 
the time for experiments with un 
orthodox and untried media. Ad- 
vertising will always be enterpris- 
ing but it has to recognise that 
in perfecting its techniques to 
their present pitch most of the 
guesswork of yesterday has been 
cut out Successful campaigns 
may differ in detail and in scale 
but the majority of them are still 
built upon a few orthodox essen 
tials, 

During the last few years ad 


vertisers and agents have laid 
increasing stress on the impor- 
tance of statistics and the scien 

fic planning of media These 
advances in theory have occurred 
at a time when the application 
of them was largely ruled out in 


| a RRR 
GUEST COLUMN 
by 
kenneth Brown 


President, Newspaper Society. 
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practice. Media planning can now 
become an applied science and a 
great dea! will be expected from 
it 

The responsibilities of the 
space buyer have increased enor- 
mously and swiftly. He operates 
now in a new field and he wil] be 
lost if he loses sight of the neces- 
sity for the financial prudence to 
which I have alluded. Advertis- 
ng which makes a splash and 
nothing more is soon forgotten. 

Space buying now becomes a 
more rewarding matter but by no 
means an easier one. It calls for 
more discrimination and for more 
detailed work The successful 
advertising of the future will be 


that which projects the greatest 
creative skill and ingenuity into 
the media which most closely sup- 
port the seller and the actual! pro- 
cesses of selling. Advertising will 
be judged not in the art studio 
but in the sales office and the 
verdict there depends on what 
takes place over shop counters 
throughout the country 

When newspapers were at their 
smallest, advertisers turned to 
their designers and relied on them 
to pack a punch into the most 
restricted spaces. Similarly, when 
goodwill had to be maintained 
without the goods being available. 
it was the copywriters who were 
most in demand. The space buyer 
has had to wait a long time for 
his opportunity, but here it is at 
last 

We whose interests are in sell- 
ing space look forward to this 
new and healthier situation. We 
realise that in this matter the 
interests of the buyer and the 
seller are the same. The space 
buyer's aim will be the elimina- 
tion of wasteful expenditure and 
the concentration on media which 
really bring sales. We who can 
offer him such media will! offer 
him also our utmost co-operation. 
Let us march with confidence into 
the future together. 


To-morrows TOPICS 


@ Record-breaking campaigns for 
most products are now being 
planned for the Coronation 
period next year. Some adver- 
tisers are making extra money 
available for the event. Others 
are disturbing their agents by 
asking for the spending of 
their appropriations to be com- 
pressed into a comparatively 
short early summer period. 

@ The fear being expressed by 
agents is that excessive 


spending over the Corona- 


tion period may lead to an 
art ! slump in advertis- 
ing later in the year—with 
bad eff wn the continuity 
Of canipaign 

@ Some clu ue being diffi- 
cult over copy now being 
written for ( oronation Year 
advertise: Several big 
concerns manding the 
use of slogans such as 
“Royal ‘sions demand 


———-." Agents are resist- 
ing requests of this kind, 
and battling for a more 
imaginative approach. 


@ A proposal to run a pub- 
licity drive for home-grown 
bulbs is to be considered by 
the National Farmers’ 
Union. This follows the 
considerable success of the 
campaign to sell Dutch 
bulbs in Britain. 

@ A new advertising agency is 
being formed in London to 
handle accounts for com- 
mercial television. 

@ National newspapers which 
have recently been running 
circulation building campaigns 
in journals published by com- 
peting houses report excellent 
results. There will be further 
developments in this field in 
the New Year. 
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Is there an agency 
that really understands 


% 


technical accounts? * 


Crane Publicity (Technical 
- Division) is privileged to 
Thank heavens to find an advertising agency ' ; 
: advertise, inter alia, the 
that talks our language!” The 


ee wees following products 
fact-finding tour of a new client's factory . . 
the speaker the Technical Director of the ACE 
company, surprised at being asked some very Builders’ Plant, Hoists 
penetrating questions BLAW et vay teem 
aT f , t racers XC ors 
There, in brief, is the reason why so many 


;—leaders in their respec- Aircrait, Engines, H 
uns wi choose MESSIER 
handlex Undercarriages, 
to work on technical 
ts yn facts 
lished by an intensive study of products ~~ 
ability to call, if ” ao > 


necessary, upon the wide resources of a Fire Protection Equipment 


KAYES Rotaprint 
PERKINS Diesel Engines 
ROTOL Propellers 
SANGAMO WESTON 


Electrical Instruments, etc 


Consumer Division handling a number of 
important National accounts 


Controls 
Pumps 
Filters 


WILD-BARFIELD (trom Jan. 1953) 
Electric Furnaces, etc 


E PUBLICITY LIMITED 


ui 


CRAN 


Quality Court, Chancery Lane, London, W.C 
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Agent tell, Manchester sales managers about... 


The ears, the mouth and 


one leg of salesmanship 


DVERTISING ts 


mouth 


the « 
it least 


S ales 


and and 
one of the legs, ol 
agement ts 
what the 
mouth to tell the buyers 
its purpose in life 
to move forward with 
personal 


man 
ears to KNOW 
buyers are doing, it 
about 
ind one ol 
its legs 
the 
selling 

It ¥ 
Managet thou 
and mm a leg 
but certain’y t to make much 
progress 

I here wick 
the methods s Management 
The natur adver ng in 
fluence w vary with each 

For a first 
you afe selling (throug! me or 
more middiemen 
duct finally reaches the use 

Too often i is 
goods are sold just because they 
are moved out of the factory. I 
they are still on the 


other leg ol 


sales 


ears 


variety in 


assume 


thought 


wholesalers 


EDWIN J. ORNSTIEN, manag- 

ing director, Max Ritson & 

Partners Ltd., told Manchester 

1.S.M.A. how, he considers, ad- 

vertising should influence sales 

management. His ideas are 
here. 


or the retailers’ shelves, they are 
not sold at all. They are merely 
in process of distribution. 

But, of course, a manufacturer's 
salesman could not go around 
calling on housewives. The only 
way to sell any article to large 
masses of soogle is by means of 
advertising. Because advertising 
is quick and cheap in this tradi 
tional kind of selling it is a most 
important part of sales manage- 
ment 

You may say that it is up to 
the shopkeeper to induce people 
to buy. In principle, | agree 
Years ago, the shopkeeper really 
was selling--he was an adviser 
to his customers. Unfortunately 
he is more and more a distribut 


The Voice of Kent. 


NGER 


The County Paper of Kent 


HEAD OFFICE - 
LONDON - 


- MAIDSTONE 
80 FLEET STREET 


ing machine 
sel.ing is to 
Is it 


& vce. who 


A first essential in 
know one’s goods 
reasonable tO e¢Xpect a 
3,000 different 
nes in stock, to know the special 
one? 1 don’t think it 
ind why he, and the 
ifacturer, have to depend so 

on advertising to do the 


has 


erits of 


that 1S 


manufacturer's salesman 
has an educational job to do, in 
the shopkeeper and his 
assistants how to sell the product 
His real object is to get the 
moved off the iler’s 
not out of the factory 
warehouse This will bring the 
repeat orders which are the 
source of his employer's profit, 
and his own continuing commis- 
sion 
The principal responsibility for 
as to be on the shoulders 
sing, but I do not under- 
mportance of the 
salesman It is vital that he 
should get dealers to stock so 
that the ree of advertis- 
ing is not frustrated. There is 
nothing more wasteful than ad- 
vertising without proper distribu- 
thon 
Here, too, adve 
salesman jn seek 
prineipa task is 
stailer that ther 
r and. He is g 
doing this by st! 
the advert 


teaching 


STOCKS 
she! ves 


$a ies 


tising helps the 
g an order, his 
» convince the 

is a public 
eatly helped in 
wing the re- 
ng which will 
direct demand his shop 
Retailers have great faith in the 
ower of advertising. 


tailers 


Advertising in the trade press 
xi mailings to ¢ trade can 
s help the salesman 
from the specific im- 
jobs it does, advertising 
ts a kind of lubricating 
ch greases the wheels of 
g machine 
famous name adver 
the same offers, in 
iis. as a Compara- 
ysidiary. The 
two 1 s were the 
same, except | ¢ name. The 
results were \ and showed 
between 4 a nes more re- 
sponse fron imous name 
One can « plain it by 
“prestige” «° ¢ c confidence 
1 have bx ling with the 
method of ing via trade 
channels. Bk | deal with the 
opposite ext: want to men 
tion an in fiate method 
Distribution vefore-—manu- 
facturer to w er and/or re 
tailer, to use inother factor 
now comes professional 
recomme nde: 
If you are g a medicinal 


from 
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product, the doctor is the mmpor- 
tant recommender. With e.ec 
trical products, it is the officials 
of the Electrical Authority 

These recommenders exert a 
vital influence on the selling of 
many products. If you do not 
have them on your side, then the 
efforts of salesmen, and of adver- 
tising, will be largely wasted. If 
you do get them actively On your 
side, selling will be far easier and 
cheaper. How can you get them 
to work for you? 

Sometimes it is best to tackle 
the recommender by personal 
representation; at others, especi- 
ally when the number of recom- 
menders is large, advertising can 
be directed at them 

A typical case was of a client 
selling an article for babies. We 
sent letters and printed matter to 
midwives and nurses, letting them 
know the merits of the product, 
und asking them if they would 
accept literature for handing to 
patients 

In five years our client had 
14.000 midwives and nurses 
actively recommending the pro- 
duct to mothers, acting ay unpaid 
salesmen for him. The advertis- 
ine cost of obtaining each recom- 
mender was under 2s. 6d. 

Now, the field of direct selling. 
The manufacturer's representa- 
tive sells to the ultimate user. 
The main job of selling now rests 
upon the personal representative: 
advertising is important, but 
mainly as an aid to him 

Advertising can be used to 
obtain “leads” for the salesman, 
to pick out from the vast masses 
of suspects the people who are 
real prospects. This is obviously 
a great saving of time Also, 
salesmen much prefer to call on 
the invitation of an _ inquiry. 
rather, than to canvass “cold.” 


Getting the wrong 

kind of inquiry 

But such advertising to get in- 
quiries needs very careful hand 
ling There is the danger of 
getting the wrong kind of inquiry 

from people who have a need 
but cannot afford to buy; from 
people who have only a general 
interest, or from the wrong per 
son in a firm. The wording of 
the advertising must try to avoid 
such inquiries. 

Another snag the advertising 
must avoid is the “scatteration™ 
of inquiries over areas Which are 
difficult for the salesman to reach 
The less he is a traveller, and the 
more he is a salesman, the more 
productive he will be 

When examining the results 
such advertising, we look 
with care at the inquiry rate, but 
with even greater care at the 
conversion rate—the proportion 
of inquiries turned into orders 

ere are figures from two 
typical advertising efforts both 
for the same client 
In the first case, inquiries Were 
received from Per cent of 
those addressed; 15 per cent of 
these became customers, giving 

a final figure of § per cent ad- 

vertising business 


Continued at foot of page 488 
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LEGAL QUERIES ANSWERED 


November 27, 1952 


4s a publisher / ant to 
end a contract with an advertiser 
on the ground that his copy does 
not conform to the British Code 
Standards in Relation to the 
Advertising of Medicines and 
Treatments. Can 1 do this 
A. The Courts will not justify 
he breaking of a contract unless 
the s an excellent reason for 
domng so The advertiser must 
first De given an opportunity of 
amending his copy. A curt cancel 
lation of a contract 1S not likely 
be upheld If the advertiser 
submits further copy to which the 
publishe takes objection the 
publisher is on much stronger 
unds 
Most publishers’ contracts do 
not bind them to print “copy” of 


Readers are invited to send 
their legal problems, provided 
they relate to advertising, to the 
Editor, on the understanding that 
names, or details that could lead 
to identification, will be treated as 
strictly confidential. 

All queries will be referred to 
a barrister who specialises in 


_advertising law. His replies will 


be forwarded at once by letter to 
correspondents concerned. 

No advice can be given on 
cases that have recently been 
before the courts, nor on cases 
likely to be the subject of early 
litigation, and neither the Editor 
nor our legal correspondent can 
undertake any liability for the 
opinions expressed. 

Each month, questions and 
answers of general interest will be 
published, but no names will be 
given. 


Publishers who ‘lift’ 


other journals’ ads. 


of the Copyright Act, 1911. The 
sole right of reproducing an ad 
vertisement is either with the ad 
vertiser, the advertising agent, or 
the first publisher 

It may also be possible to bring 
an action for defamation 

Supposing an advertisement 
for an ethical medicina) prepara- 
tion was improperly copied into 
a periodical which normally 
accepts proprietary medicinal 
advertising of the worst sort, the 
ethical company would certainly 
have cause for complaint 


Q. / registered the title and 
dummy” for a new publication 
at the Stationers’ Hall two years 
ago Now another publisher is 
using the same title and the idea 
on which it was founded. Have 1 
any remedy 

A. There is no copyright in an 
idea only in its application. Nor 
is there copyright in a title—un 
less “it is sufficiently lengthy to 
have had labour in construction 
as well as in choice, expended 
upon it.” An ordinary title cannot 
very well claim to be an origina! 
literary work Titles. however. 
are to some degree protected by 
the action of “passing off.” For 
such an action to succeed it 
would be necessary to prove that 
the first publication (in this case 
only a “dummy”™) had been in 
the market jong enough to 
acquire a public reputation, and 
that the title used by the second 
publisher was calculated to de 
ceive the public 


THE ANATOMY OF 


SALESMANSHIP 


which they disapp:ove Wiah 
such words as “all advertise 
copy is subj to the ap 


of the publisher,” in your 
con or order form you need 
no »% advertising of which 
you ipprove—-but first of all 
wIV« advertiser the oppor 
tunity vending his copy 
Q. 7 Bush Transport Com- 
MPLS l to accent for 
lispla ) ' »dereround a 
poster ' d that it is 
politiwal ' vy within the 
" 
A. Certain aw does not 
compel a pe a company, 
public ition, to do 
siness wit! untess he so 
wistic 
Q. An ad nt for my 
firen as ins ne publica- 
tion, and w Knowledee 
or consent lifted by 
another put i used as 
though 1 had the space 
Is sstble publishers 
fy 


wire 


A. Such ar s a breach 


Continued from page 486 


In the second case, the 
inquiry rate was only | per 
cent. but conversion was 25 
per cent, giving a final cost of 
6 per cent 
On the face of it, the first case 
looks better, But for every 100 
inquiries, there were 10 more 
fruitless calls by the salesman 
than in the second case. When 
that cost is added on to the ad 
vertising cost, the result in profit 
ability is very different 

The sales manager should 
regard his advertising practitione: 
as a partner in sales manage 
ment. Take him fully into your 
confidence; let him know the 
whole of your problems and ob 
jectives, not merely the parts 
you think will interest him: give 
him the vital figures of sales and 
profit margins And from him 
vou should demand an equal 
frankness—really candid infor 
mation on what advertising can 
not do, as Well as what it can do 
and demand from him a thorough 
understanding of your aims 
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follows British Trade mission to 


Latin America... 


Wir a few weeks of the visit of the 
British Trade Mission to five important countries of 
Latin America, LIFE INTERNATIONAL’S new Spanish 
language edition will be launched. Widely circulated 
in the five Republics * which have been chosen by 
the Trade Mission for this drive for more hard 
currency, LIFE Spanish language edition will be read 
by the influential men and women in the Spanish- 
speaking republics of Latin America whose example 
sets the pattern for their fellow-citizens. LirF Inter- 
national readers are people prominent in Government, 
in business and in the professions: they can help to 
build the reputation of your goods and services in 
their own countries. 
The first number of Lire Spanish language edition, 
appearing on January Sth, 1953, will have a circulation 
in Latin America of between 100,000 and 150,000 


copies. Circulation is guaranteed at this range 


for the whole of 1953, and rates will not be raised 
before October Ist, 1953. At $1260 (£450) for a full 
page in black-and-white, Lire Spanish language edition 
gives you entry to these profitable markets. Please 
send your enquiries to Lire International, at one of 
the offices listed below. 

thout half of the circulation of Live Spanish 

language edition will be in MEXICO, COLOMBIA, 

CUBA, VENEZUELA and THE DOMINICAN 


repustic. Exporters selling to Brazil should 
use the International English language edition 


a 


INTERNATIONAL 


LONDON : 4 Dean Street, London, W! 
PARIS : 26 Rue de la Pépiniére, Paris 8* 


BAD GODESBERG : Koeinerstrasse 7! 
ZURICH : Bellariastrasse 50 Zurich 2 
NEW YORK : Time & Life Building. 


spasesn AND envi EDITIONS 


Rockefeller Centre, NY 20 
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THE WEST LONDON OBSERVER /S AN EVEN BETTER “SPACE BUY’’ 


Recently increased to 12 pages every week, and 
printed throughout in new, clearer, more legible type, 
the "WEST LONDON OBSERVER” now represents 
even better value per advertising £. 

and women who live and work in the 
covered by this lively London Paper 


The men 


huge area 


consult it closely for local news, and before 
spending on entertainment, sport, food and 
drink, clothing or a hundred daily needs 
No advertising appropriation, directed to this 
area, 1s complete without the “WEST LONDON 


OBSERVER.” 


THe 


Send for Rate Card and Voucher to 


West Zondon © 


| HAMMERSMITH FULHAM BARNES KEW 
) | MORTLAKE EAST SHEEN PUTNEY 
i RICHMOND SHEPHERD S BUSH © KENSING- 
/ , v\ TON NOTTING MILE PADDINGTON sT 
MARYLEBONE 
N 


CIRCULATES 1 


—— *%& CIRCULATION 23,154 
| A.B.C. (January-june, 1952) 


AILBURN 

ACTON BAYSWATER 
CHISWICK BRENTFORD 
| HOUNSLOW 


HARLESOEN 

KNIGHTSBRIDGE 

HANWELL 
SOUTHALL 


IHE WEST LONDON OBSERVER, 16 QUEEN CAROLINE STREET, HAMMERSMITH BROADWAY, W.6. Telephone: RiVerside 1451 


Their packed advertisement columns tell of 
a host of satisfied customers. 


Each isa well read local paper serving districts 
where the people have money to spend. 


Spec omen copes sent on request 


DAGENHAM POST 
ILFORD GUARDIAN 
EAST LONDON ADVERTISER 
34 HIGH ROAD, |LFORD: ILFORD 356! 


} 
| 
! 


_—London’s LARGEST Weekly! 


STRATFORD 
EXPRESS 


OVER 


80,000 


NET SALE EVERY FRIDAY IN 


WEST HAM 


Plaistow, Forest Gate, 
Canning Town, Upton 
Park, etc. 


WANSTEAD 


& WOODFORD 

Snaresbrook, etc. 
BARKING 

Becontree, Dagenham. 


" 9 WALTHAMSTOW 


The Newspaper of Suburban Essex 
EXPRESS OFFICE - STRATFORD - E 15 


ercisement Manager: G. S. HOWARD: MAR. 1617 


IMPORTANT 
BOROUGHS 


AND SL® ROUNDING DISTRICTS 
including |\ford. Seven Kings, Chad- 
well Heath. Romford, Loughton, 

Bi ckhurst Hill, ete. 


HEAD 
OFFICE 
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Carreras chose London to launch Dunhill cigarettes because the market offers— 


Concentrated population with high purchasing 
power and full range of media facilities 


HE launching of Dunhill 

cigarettes by Carreras Ltd. 
during October captured the 
interest of everyone concerned 
with marketing. By mid- 
October Dunhill cigarettes had 
suddenly become part of 
London life, fully accepted by 
the London public. A major 
new brand had burst into a 
highly competitive field in what 
had always been looked upon 
as one of the most conservative 
methods. 

The speed and suddenness of 
the launching was in direct con- 
trast to the length of the prepara- 
tory work which lay behind it. 
Twelve full months were spent 
in us development, two short 
weeks were sufficient to secure 
initial distribution and allow the 
advertising to break 

hat went on behind the 
scenes during the 12 preparatory 
months? 

The problem was to develop, 
package, name and sell a “better 
plain cigarette” in the popular 
price range 

Only the public can ultimately 
decide what is a better cigarette, 
even the individual tastes of 
highly experienced tobacco ex- 
perts cannot pre-determine pub- 


One of the display aids put out 
te retailers Ulustrates the Dunhill 
packs 


J. G. WYNNE-WILLIAMS, merchandising 
director, Masius & Fergusson Ltd., tells the 


CASE HISTORY OF A NEW PRODUCT 


lic acceptance. So an indepen- 
dent, highly critical panel was 
formed which repeatedly sampled 
the results of the blender’s experi- 
ments. When this panel, at last, 
unanimously and = individually 
accepted a sample it was felt that 
a blend had been found which 
would stand up to the most 
exacting consumer. 

To find a name which would 
automatically convey the quality 
of the new brand to the public 
was a problem worked on from 
the beginning, A names contest 
throughout the organisation pro- 
duced 11,000 suggested names. 
From these, a list of 400 names 
was selected, no mean task when 
it is realived that 29,000 names 
are already registered in this 
country for cigarettes. By pro- 
cess of elimination, the list was 
shortened and a favourite four 
were tested in the field against the 
name Dunhill. There seemed, 
from the first, every reason for 
using the name Dunhill, but 
there was a doubt as to its 
acceptance in the provinces, and 
below Class A consumers. Field 
research soon showed, however. 
that the name Dunhill had 
already a wide public acceptance 
for quality 

Next, packaging: 52 different 
packs were designed and re- 
jected before the present pack 
was decided upon. From the be- 
ginning the package and all show 
material were designed in two 
colours, white and maroon, which 
were already accepted as the 
basic Dunhill colours. 

Next, 35 merchandising 
schemes were considered and a 
number seleeted for the initial 
launching. These included smal! 
optical illusion tricks, white spot 
ties for the sales force, white 


spot pennants for their cars and 
wide initial sampling to break the 
inertia with which every new pro- 
duct has to contend. 

To overcome the crippling 
taxation cost of sampling with 
full packets, a special sample 
wallet containing three Dunhill! 
cigarettes and a packet of Dunhill! 
book matches was designed 
After the cigarettes had been 
smoked, the matches remained to 
remind the consumer to buy this 
new product. 

In addition, a mailing list was 
prepared to cover every walk of 
life—culture, sport, press, poli 
tics, stage, screen, radio, etc.--in 
the launching area, and to these 
people Dunhill cigarettes were 
sent, with a small note from 
Alfred Dunhill saying that he 
would like them to be one of the 
first to try his new brand 

London and its dormitories 
were chosen as the launching 

area because they constitute a 

highly populated, concentrated 

market with the highest per 
capita purchasing power in the 
country. They were also 
chosen because they are well 
served by three powerful even- 

and Greater Lon- 
don’s Greater Press, London 

Suburban and Home Counties 

Press, and London and 

Southern Counties Press. These 

media, plus bus sides were the 

only ones selected for the 
drive. 

Careful plans were laid to break 
the story to the sales force, whose 
job it was to carry the new brand 
to the trade. A special manual! 
was prepared to make it casy for 
them to tell the story. Every pos- 
sible step was taken to ensure 
the security of the project 


The first news of the new plan 
to reach the sales force was the 
receipt through the post by every 
man of a peach with a note say- 
ing that there was a “peach of an 
idea” to tell him about on Sep- 
tember 26. This was followed up 
by an invitation to a sales con- 


unni 
cigarettes 
at 20 for 3/7z. 


and thet meons 
a better cigarette at no extra cost 


yee 
At 20 for 376 you deserve Dunhilis 
One of the launching advertise- 


ments which appeared in London 
evenings and local papers 


ference and lunch which were 
held on that date at the Con- 
naught Rooms. They were told 
of the new project and the plans 
for the new brand, in the most 
dramatic manner possible. The 
conference ended on an agreeable 
note when Alfred Dunhill spon- 


Continued on page 494 
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Case history of « siore campaign in Greater London 


27. 1982 


NOVEMBER 


Media selection is based on unit 


N a pre-war series of house 
advertisements for Greenlys 


which appeared in the Evening 


Standard, there was one en 
titled “Taking our own Medi 
cine And we still are, uf one 
is to judge rom this case 


departmental store 
Arding & 


history ol 


sdvertioing lor 


Hobbs 
Here 1 i prescription 
| t { na a idve 
wou London evening 
paj ay sing 
ivdu { cal pape 


advertising 


But who gets well s 


passengel 
1980 


Yet (ois account is no 
owards the end of 
sun 


that We were ivited to 


campaign tor 
Hopbs Ihe scheme 
weve sppeared in print, largely 
ed merchandise 
n the sellers 
supplies 


grace and 


days 
much on a 

favour Yass 

(hur first task 
w preparation ol 
py, taught us 
it We 


on appointment 
Winter Sale 


lesson 


mother 
iltempt to 
novions of 
and cop 


It soon 


must not 
pre-conceived 
on merchandise 
to be decided upon 
that norm 


ecame clear 
Anning, the 
{ copy settled weeks 
ihead, w 


con 


as impossible On te 

ther hand a degree of contin 
ind ta Vv keness abou t 
idvertisements was desirable 

Throughout the first year 
grappled with the variety of la 
out problems nposed Dy co 
stamt changes of nerchandis 
Gradually a group temperament 
illy su work 
ne f 
cons ide l 1 
proach Hobb 
sivVic “ 

Wet anim 
n whicl j 
tad consid 

eplance i 
bh 
fan 
slicke 
up “co 
factual 
the rough tue i 
could be read on ti 1 
much the bette Th 


business 


1 tedious 
prising how quickly 


fifty 


value of merchandise 


By WALTER HASWELL, 


account executive, Greenlys Ltd. 


People living over an hour's journey away are still in the 
same town and must be regarded as prospective customers 


for a London store. 


prospects 
media. 


Arding & Hobbs have divided their 
according to the circulation of their advertising 
The whole of London is covered in the evenings 


with advertisements for items big enough yet cheap enough 
to draw customers from a long way off. More immediate 
neighbours are addressed through local papers. 


words in 8 point can be pencilled 
in, quite accurately for sub 
sequent typesetting. In this form 
the buyer can appreciate immed: 
ately the limitations of space, the 
necessity for precis, and the diffi 
culty of adding a few more well 


chosen phrases, without cutting 
out other matter 
Thanks to these practical 


measures, the tendency to try to 
put a quart into a pint pot has 
receded. Artists are briefed 
accurately as to the disposition 
ind size of their finished arn 
work, and the advertisement does 


il von want to *louk bike 


a million’ —vet aot like a 


one otlers choose 


SEPARATES 


2 ~~ 
serps sect ramet 
sowstt 
2 
oe, ~ . ~ 


Tymecal of the growing appe al to 

the younger generation is this 

advertisement which appeared in 
the local press 


appear finally as the client ex 
pected t sec and looking, 
naturally ither better—-which 1s 
good psychologically 

It has been suggested that 
anonymity and confusion exist in 


the realm of store 


Perhaps Arding & 


advertising. 
Hobbs are 


fortunate in being outside the 
oroit the West End stores. The 
fact remains that months after our 
advertisement has appeared the 


custome 
paper cu 
the goods 
has hardened 
Store adve 
without 


s dutifully turn up, news 

g in hand, to demand 

pecially if the price 
the meantime! 

12 IS advertising 

frills The prestige it 


contains 1s the prestige of price 
and value. Selling costs, of which 
advertising is or are strictly 
controlled and constantly under 
review. Because of the diversity 


of merchandise handled it is not 
economic to altemot to create a 
demand for any one product 
Reason-why” advertising more 
properly belongs t he manufac- 
turer But far greater use can 
yet be made of the manufacturer- 
advertising tie-up on a 
fitty-filty or other greed basis 


store 


Then perhaps the public can be 
persuaded to buy on the double 
ippeal of why and where 

t ally is this a point for the 
sma lic supplier to consider 
Produc’ ve capacity can be geared 
to an ven number of retail 
outlets advertisements will 
Pay-—-the s'ore’s prestige and 
goodw and what 
one st other stores 
want I he ntative that 
could not ‘ week sud- 
denly becorn object of 


interest 


Naturally « \anufacturer 


wants the buy s side. But 
if the mercha is branded 
and price ¢ the buyer 
feels that his function of 
buying in tl narket, and 


selling as che 
being usurped 
suade him to 


possible, is 
ng will per 
h merchan 


dise “free pul through his 
own share of advertising 
but he will re » co-opera 
tive overtures i “stock blocks” 
with space fo s’ mame are 
not the answe Such advertise 


should be an 


ments intelligent 
blend of the characteristics of 
both sponsors, with emphasis if 


at all on the store, the all- 
important point of sale 
We handle much of this co- 


Operative advertising through the 
local press and there can be no 
doubt that it pays. In some 
measure it has persuaded our 


clients to take the larger spaces 
which we urged at the beginning 
of this year 

In the broad pattern of space 


The client's rough is finished to 
production stage to give the 
clearest possible picture of what 
will eventually appear. This 
example scored six insertions on 
proved pulling power. 


booking the merchandise alloca- 
ted to the local papers tends to 
a lower unit value, for however 
keenly priced, it cannot show 
sufficient saving over competitors 
to make a long journey worth 
while 

The London evening papers 
carry the advertising of the heavy 


departments, furniture, bedding, 
carpets, soft furnishings and 
linens. Post orders are invited 


where the merchandise is suitable 
and stocks sufficiently large. To 
judge from the wide area of 
response there is little wastage 

The national morning papers 
pose the biggest problem. Here 
a postal response is very necessary 
to secure an economic return. The 
amount of such space that can be 
absorbed denends very much on 
market conditions 

Although in theory hand-to 
mouth space booking would make 
life easier for the agency and the 
clients. in order to secure more 
or-less regular positions in the 
newspapers we book six months 


at a time—and keep our fingers 
crossed. All bookings are related 
to the probable requirements 


of various departments. but 
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NOVEMBER 27. 1952 


COUNTY OF LONDON A\D SUBURBAN 
PRESS GROUP 


ST. PANCRAS CHRONICLE 
FINSBURY WEEKLY NEWS 
ISLINGTON GUARDIAN and 
HACKNEY NEWS 
HOLBORN GUARDIAN 


HAMPSTEAD & HIGHGATE 
RECORD and CHRONICLE 


MARYLEBONE CHRONICLE 
PADDINGTON NEWS 
WESTMINSTER CHRONICLE 
* 


Combined Rates for the Group 
Display Advertisement Rate 12)- per in. Classified Small 
Advertisements Twopence per word (minimum 12 words). 


* 


‘ Head Office : 
132 ROYAL COLLEGE ST., CAMDEN TOWN, N.W.1 
Telephone: GULliver 2300 4638 


ENFIELD 
BUSH HILL PARK, ENFIELD HIGHWAY, 
PONDERS END, ENFIELD LOCK, 


WALTHAM CROSS 


PALMERS GREEN 
OLD SOUTHGATE, NEW SOUTHGATE, 
BOWES PARK, WINCHMORE HILL, 


GRANGE PARK, WEST ENFIELD AND 
COCKFOSTERS 


THESE IMPORTANT DISTRICTS 
of North London, with a total popu- 
lation of 183,834 and a rateable value 
of £1,838,632, are consumer areas 
which cannot be neglected 


FULL COVERAGE 
IS ASSURED BY THE 


ENFIELD GAZETTE ano tHe 


PALMERS GREEN GAZETTE 
44,258 NETT SALE 


WEEKLY PRICE 3d. 
HEAD OFFICE ADDRESS: 


SILVER STREET, ENFIELD, MIDDX. 


MEMBERS OF GREATER LONDON’S GREATER PRESS, 
92 FLEET STREET, LONDON, E.< 4 


ADVERTISER'S WEEKLY 


It’s the 


WANDSWORTH 
BOROUGH 
NEWS 


re 


PUTNEY 

ROEHAMPTON 

SOUTHFIELDS 

WANDSWORTH 

EARLSFIELD 

CLAPHAM 
JUNCTION 

ETC. 


Head Office: 
144 WANDSWORTH HIGH STREET, S.W.18 


Telephone: VANdyke 4226-7 


a dll 
; Po 49? CC 7 
= a: 
¥ LT lm 
S rn - 
nan i Geen aS ay 
5 } | 4 in 
- } -, : ie 
, — 
iz _ Ea 
E { ae 
. p 
\ 7 
- ee 
i | é ma) 
a , : " be i 
: he 
ry. | or a 
aa f | poe 
i ah 
| | : 
as . ae 
| Po | 
ie | | a. 
; eS 
v ————————————————————————o say 
i 
iis 3 
= | 7 1, 
oe es _ 
“4 } x i : 
eae | nel 
tj 7 ~ 
a } a) 
oa oa 
‘ Se 
2 | be 
7 | ie 
sn, ce 
a we 
= | | j = 
& | ee, 
. ee . 
Pt * L 
Tae : x" 
oan | po a 
a hey * 
ae | | ard 5 
ge ee es 
el SS —eEEEEe - SS ---—-—OoOvWVWwhaR Hey 
Bi i ee 7 
i | ee EEE LN ne aw 
a - 
| i Se se ei on > a on. An 


ADVERTISER'S WET 494 


THE 
KENSINGTON 
NEWS 


AND 
West London Times 


- FRIDAY (Price 34.) - 


This popular Newspaper has been established over 80 years 
and circulates in the following districts: — 


Kensington Shepherd's Bush Hammersmith 
S. Kensington Bayswater Fulham 
Notting Hill Paddington Chiswick 
Brompton Chelsea Barnes 
Mayfair 


HEAD OFFICE: 118 KENSINGTON CHURCH ST., W.4 


For advertisement rates and specimen copy telephone 
BAYswater 3221/2, 7267/8, 


t Net Sale in Kent 


Largest é 
KENTISH TIMES 


SERIES OF WEEKLIES 


Eight papers circulating in the prosperous 
residential and industrial territory of North West 
Kent Intensive coverage in BROMLEY, SIDCUP, 


CHISLEHURST, ELTHAM, ORPINGTON, 
BEXLEYHEATH, ERITH, WELLING & DARTFORD 


—one unbroken area! 


81,062 


NET SALES A.B.C. 
Head Office 


London Office 


Times Buildings Bank Chambers 


Sidcup 329 High Holborn, W.C.! 
Tel. FOOtscray 3077.8-9 Tel. HOLborn 2730 
iw s 3 hee 


Ets! If the product involves... . 


Production 


Processing of ferrous or 
Testiag non-ferrous 
taspecting metals 


THE BRITISH JOURNAL OF METALS 
MUST CARRY YOUR ADVERTISING MESSAGE 
a =< 1 —<A 


THE KENNEDY PRESS LTD i) KING STREET WEST MANCHESTER } 
LONOON OFFICE 3) BOFOROD STREET. LONDON. WC? 


} pracucally wrote 
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Advertising in Greater London 


obviously the greatest co bu 
tion an agency can Maxkc n 
behalf of such a client js flex 


Seasona planning 
handise suffe rs to a great 
from climatic conditions, 
utterances and quite un 
ble decisions of the public 
to buy < efrain from buying 
No case history of store adver 


tising should omit reference to 
the team of artists, production 
men and suppliers on whose 
efforts and timely delivery so 
much depends, or to the forbear 
ance of most newspapers when 
last minute changes cause copy to 
be late. They contribute to that 
most essential quality in store 
advertising NEWS. 


‘Wisdom of selecting London’ 


Continued from page 49! 


taneously offered to give every 
there a presemt of one 
f his own cigarette lighters 
The sales force started selling 
the cigarettes to thew@tade on 
October 1 No advertising was 
scheduled to take place until 


memDer 
f 


October 17, when the first large 
space advertisements appeared 
n all the London evening papers 
and the suburban pregs, followed 
a month later by 500 London bus 
sides Extra salesme were 


drafted into the selected area and 
a special fast delivery scheme 
was operated to ensure that 
jealers received rapid delivery 
before enthusiasm had died 
Throughout this project the 
chief concern of both client and 
igeney Was the merchandising 
side, especially necessary to-day 
if adve ng is to pub results 
For the first 8 months of this pro- 
ject advertising was not even dis- 
cussed Whe the time came 
to prepare advertisements thev 
*mselves. They 
are a ‘plain stalement of the facts 
that “at last Dunhill cigarettes 
are available at 20 for 3s. 7d." 
that means a better cigarette at 
coupled with a 
simple, artistic device jncorporat- 


no eArtra cost 


4 special samy 

f A j, ” j 
Puc was designe 
for free distribu 
t This avoid 
rh / 


rax problem 


ing the White Spot, which ap 
pears throughout the series, the 
Dunhill guarantee and the slogan 
that “at 20 for 3s. 7d. you deserve 
Dunhills.” 

Throughout all merchandising 
and advertising this White Spot 
symbol has been stressed together 
with the superlative name with 
all its implications of quality 
(This White Spot. Mr, Dunhill 
revealed at the sales conference 
had primarily a utilitarian origin 
It was first put on the mouth- 
piece of Dunhill pipes by his 
father to make it easier for cus- 
tomers to put back, the right way 
up. the metal tube which fits 
inside them.) 

Before any advertising ap 
peared, Dunhill cigarettes were 
an established success As soon 
as the first advertisements ap 
peared the demands increased 
Subsequent public demand has 
fully fulfilled the hopes of the 
planners 

The results achieved by Dunhill 
cigarettes are a classic example 
of the wisdom of selecting the 
Greater London market for 


launching a product. and proof 
of the powerful media available 
within this market 


RICHMOND HERALD ano 
BARNES & MORTLAKE HERALD 


Members A.B.C 


Widely read suburban weeklies 
covering the valuable residential 
district between Richmond and 
Hammersmith. 

A complete weekly news service 
in each Saturday's issue. 


THE HERALD PRESS 


70 Sheen Road, Richmond 


RIChmond 331! 
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for artists and designers 


Winsor & Newton ones Winsor & Newton Ltd London England 


renee eee 


Winsor & Newton Inc New York City USA 
Winsor & Newton (Pty) Ltd Sydney Australia 
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6,750,000 men, women and chilai 
a very fine market for branded f. ; 
DAILY HERALD’s one-third bett® 

in a year on 11 different commoditi 
In the main, this DAILY HI® 

commodities is greater per housel 


other national daily! Add to this™ 
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m-en to feed every day represents 
@ oods — especially when it is the 
mer off wage-earning market that 
mes alone spends over £40,000,000. 
m™:RALD expenditure on these 
miaold than that of readers of any 


| the fact that in 53% of DAILY 
| al daily paper is taken, and you 
ming in the DAILY HERALD is 


est investments for 1958. 


‘ | RALD, ACRE HOUSE, LONG ACRE, LONDON, W.C.2 
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New Canterbury Tales 


VPRING,. according to Chaucer, is the time 
bY for pilgrimages and adventures to foreign 
shrines. Autumn by contrast is the time of 
reckoning. By the Zodiae the period Sept- 
ember 22-October 22 comes under the sign 
Libra. the Balance. and the autumn months 
are those in which business men start to review 
their record for the year and make arrange- 
ments for the years trading ahead of them. 
This autumn. moreover, the statesmen of the 
British Commonwealth are to assemble in 
London to strike a balance for Commonwealth 
trade and lay down a policy for the future. 


Let us accept the omen, 


The British Commonwealth, the world’s greatest 
potential producer of raw materials can only 


fulfil her destiny if provided with sufficient 


equipment, 


NEW COMMONWEALTH, the fortnightly publi- 
cation devoted to Commonwealth affairs 
circulates among all those in whose hands lies 
the responsibility for the policy and patterns 
of Commonwealth trade, for advancing the 
money for development and finally for select- 
ing the suppliers and placing the orders. It 
is therefore the ideal advertising medium for 
ensuring that British manufacturers of capi- 


! 


ta! goods reach the Commonwealth countries 


which need them. 


When ‘xing your advertising schedules see 
that you include NEW COMMONWEALTH. 


SPECIMEN COPY AND RATES FROM YOUR 


ADVERTISING AGENT 


OR DIRECT FROM 


New Commonircalth 


33, TOTHILL STREET, LONDON, S.W.1. Te! \ HITEHALL 9233 


BRANCHES. MANCHESTER: Century House, St. Peter's Square 


LEEDS \ibion Street 


a ae 


GLASGOW ; 87 Union Street, 
BIRMINGHAM Ha Road, Edgbaston NEWCASTLE-ON-TYNE > 21 Moshe: Street, BRISTOL: 8 Upper Berkley Place, Clifton. 


Ce. See ew pee 
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Survey of 


COMMONWEALTH TRADE PROSPECTS 


Why are the Commonwealth Ministers meeting in London? 


palliatives to keep us going 


By GEOFFREY D’EGVILLE, 


ESULTS of the Common- 

/ wealth Economic Confer- 
ence which opens this week in 
London will be eagerly 
awaited All those directly 
concerned with intra-Common- 
wealth trade, as well as those 
responsible for advertising in 
those areas will be sensitive to 
its decisions. Reactions to any 
redirection of the flow of trade 
into new channels will be 
immediate. 

The problems which have 
necessitated this full-scale con- 
ference of Commonwealth prime 
ministers are not merely con- 
cerned with Britain's dollar diffi- 
culties. This is part of much 
broader issues which affect not 
only the sterling countries of the 
Commonwealth, but also Canada 
in the dollar area. 

What, then, are the conditions 
which have brought to a head the 
widely accepted principle that 
closer Commonwealth economic 
co-operation is not only desirable, 
but necessary? In broad terms 
they concern trade trends, These 
are Statistically presented in a 
memorandum on last year's trade 
recently issued for the Common- 
wealth Economic Committee by 
H.M. Stationery Office 


CANADA 


This survey notes the general 
tendency of the volume of the 
Commonwealth's imports to in- 
crease without a corresponding 
expansion in the volume of 
exports Familiar though the 
state of being out of balance is to 
us on this island, it is not 
generally associated with the 
Commonwealth at large Far 
less, might it be supposed that 
prosperous Canada, whose cur- 
rency is now the hardest in the 
world, would have more than an 
academic interest in the troubles 
of the sterling bloc. And yet, 
Canada js vitally concerned. 


WANTED: Drastic economic surgery—not 


former assistant editor of Canada’s Weekly (one of the 

pudlishing casualties of 1950) and a frequent contributor 

on Commonwealth trade topics to the Daily Telegraph 
and New Commonwealth. 


The bulk of Canada’s trade is 
with the United States. Her ex 
ports to"Commonwealth countries 
last year were 22 per cent of her 
total exports, and her imports 
only 18 per cent. Many products, 
such as canned salmon, cheese 
and other items. for which Britain 
is her traditional market, Britain 
is now buying in Eastern Europe 
and elsewhere outside the dollar 
area. Canada is loth to have too 
many of her eggs in one basket, 
and has been seeking with some 
success to increase her trade 
with South America. Her cardinal 
economic principle is multilateral 
trade, and this she can achieve 
only by the progressive removal 
of restrictions which hamper its 
normal flow. Her post-war policy, 
in loans and gifts, and in the 
encouragement of imports from 
sterling countries—even to the 
extent of incurring an overall 
trade deficit in the past two vears 

has been directed to help 
Britain and other countries to 
free themselves of restrictions 
which impede normal! trade rela- 
tions. Her view is that there can 
be no true liberalisation of trade 
as long as Britain persists in cer- 
tain restrictive practices. Canada. 
therefore, in pursuit of her aims 
of regaining her market in 
Britain and of restoring un- 
fettered multilateral trade, is 
vitally interested in a frank dis- 
cussion of Commonwealth econ- 
omic problems 


AUSTRALIA AND 
NEW ZEALAND 


Australia, owing to the fall in 
woo! prices last year and other 
adverse factors. notably the fall 
in wheat and but'er exports, was 
forced to curts'! imports, even 
from Britain © major factor 


underlying the trade of both 
Australia and New Zealand in 
recent years was the sharp rise in 
wool prices, followed by the 
heavy fall in 1951. In the case 
of New Zealand, however, this 
was less marked, being offset in 
some degree by the steadiness of 
her dairy exports and meat ex- 
ports under the long-term con- 
tracts with Britain. Shipments 
by Australia to Britain dropped 
by £A100 million between 
1950-51 and 1951-52, whereas her 
imports from Britain in the same 
period were £A100 million more 
This explains the bitter pill ad- 
ministered to Britain by Australia 
earlier this year. Australian ex- 
ports to the Commonwealth last 
year were 51 per cent of her total, 
and New Zealand's 65 per cent; 
for imports from the Common- 
wealth the percentages were 59 
and 77 of their respective totals. 


SOUTH AFRICA 


Rather less than 50 per cent of 
South Africa’s exports last year 
were to the Commonwealth, from 
which she derived slightly over 
S0 per cent of her imports. Two- 
thirds of these imports were from 
the United Kingdom, mainly in 
textiles, machinery and vehicles 
Southern Rhodesia. which is 
taking part in the London con- 
ference, is dependent on the 
Commonwealth for over 80 per 
cent of both her exports and im- 
ports. Projected political develop- 
ments in central Africa, together 
with the era of expansion which 
must follow, point to accelerated 
trade expansion in this area 


INDIA, PAKISTAN 


AND CEYLON 


—Sa 
Among the Asian Common- 
wealth countries, the oversea ex- 


What achieve- 
ments can be hoped for? Why is prosperous Canada represented? 
restrictions on inter-Commonwealth trade to be eased? 


Are 


ports of India to the rest of the 
Commonwealth were 51 per cent 
of her total, with an additional 
6 per cent to Pakistan; her over- 
sea Commonwealth imports were 
33 per cent, plus 11 per cent from 


Pakistan. Indian exports *to 
Pakistan increased last year by 
50 per cent and her imports from 
Pakistan increased three-fold. The 
Commonwealth's share of Cey- 
lon'’s exports and imports last 
year represented 55 per cent and 
S56 per cent of the respective 
totals. 


COLONIAL TERRITORIES 


The Colonial territories, whose 
interests at the Conference are 
represented by Britain, are vitally 
concerned with its outcome. The 
close relation between Colonial 
development and Commonwealth 
trade is obvious from the fact 
that the Colonies’ exports to the 
Commonwealth last year were 
nearly £1,700 million and their 
imports from that source nearly 
£1,500 million. Although Britain 
and Canada rank among the first 
four trading nations of the 
world, the Colonies’ trade within 
the Commonwealth ranks second 
only to that of Britain. 

There would appear at first 
sight to be little to worry about 
on the score of Commonwealth 
trade. The fact remains, how- 
ever, that the Commonwealth 
buys more from foreign coun- 
tries than it sells to them. and 
there is an increasing tendency to 
do so. Australia buys tin plate 
from the United States which 
British sources can supply, Britain 
buys Eastern Europe products 
which Canada could supply, and 
so on a hundred-fold 

In order that the Common- 
wealth may carry the weight of 
the world’s councils to which its 
responsibilities entitle it, it has 
become imperative that the econ- 
omies of its integral parts be 
more closely integrated, which 
means in the first instance a great 
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ADVERTISER'S 


Producing your 


The cheerful habit of tea drinking is responsible for 


3,000,000 Ibs. of 


Ceylon every year 


foreign exchange earnings 


As the major Ceylon 


largely to the 


ica being grown and exported from 


In value this represents over half her 


imports £120,000,000) 


The profitable Ceylon market can readily be reached 
through the Times of Ceylon Group of Newspapers, the 


Dominion’s 


cup of tea 


industry, tea has contributed 


present prosperity 


major Ceylon advertising media. 


Times of Ceylon 


English dail 


| ankadipa 


Sitthalese dail 


During 1951 the Times Group carried 
over 26,164 columns of paid advertising 


five 
London Adver 


BLACKERIARS 


} 


rt 


j 


Sunday Illustrated 
English weekly 


Sunday Lankadipa 
Sinhalese weekl 


George Meayers 
wesentative: M. L. V. Maltin 
NEW BRIDGE STREET, F< 
tNtral 9564 


(annual 


COMMONWEALTH TRADE PROSPECTS 
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eXpa 

wea de. At least two j 
mmslac cs Wii ™ ed lo be ver 
come achieve this: first, the 


employment by Britain of the 
escape clause if the Genera 
Agreement on Tariffs and Trade, 
which impedes the full exercise 
of Imperia] Preference; secondly, 
the finding of means whereby the 


pound and dollar can be made 
convertible, at least within the 
Commonwealtt 

In relation to world trade as a 
wh Commonwealth exports 


ist eal represented 29-1 per 
~ ind imports 32-6 per cent of 
Britain is the best cus 


tomer of most countries of the 
( nonwealth, from which she 
derives some 40 per cent of her 
imports and whom, in turn, 


she sells about half her exports 


In total trade 


Britain, Australia, 
Canada, South Africa and India 
were deficit last year, while 
New Zealand, Pakistan, Ceylon 


and the Colonies were in surplus 


lor the year as a whole, although 
in the second half these surpluses 


disappeared or were greatly 
reduced. 
In view of its immense 


resources and industrial capacity 
it is manifestly absurd that the 
Commonwealth should be out of 
balance 

In the hands of the Common- 
wealth Prime Ministers now in 
London rest the commercial des 


tinies of many peoples. Their 
decisions, vital as they are to 
Britain, will have repercussions 


in five continents. Their presence 
here testifies to the need for a 
drastic measure of economic sur- 
gery rather than palliatives to 
keep us all going unti] the next 
crisis Estimates of what the 
Conference wil achieve are 
cautious, but it is not too much 
to hope that present trade trends 
be reversed by the removal 
of some of the restrictions which 
impede intra - Commonwealth 
trade. 


News flashes from Commonwealth markets 


Ceylon: Chance to dig in? 


“REATER farm mechanisa- 
tion is to be encouraged by 

the Government of Ceylon as 
part of a “Grow More Food” 
campaign More government 
tractor units are to be put into 
operation and a hire purchase 


system for farm machinery 1s 
also under consideration 

The tendency in Ceylon is 
towards stricter control of m 
po from do and E.P.U. 
countries: Recent legislaion pro 


vides for both incr. ased tariffs on 
certain goods iported from 
these areas and for the return to 
individual licensing of some pro- 
ducts which had been on Open 
General Licence, 


Britain is not atiected by any 


of these measures Ceylon 
remains a firm market for British 
products 
* * * 
With more dollars to spend, 
Britain can resume buying 


Canadian cheese, apples, salmon, 
timber, and other goods which 
she has been forced to exclude or 
to restrict The trouble is that 
there are obstacles to increasing 
the sale of British goods in 
Canada.” 

On this note of “enlightened 
self-interest,” Peter Inglis, a senior 
correspondent with the Southam 
News Service, opened a series of 
four articles in the Southam news 


paper series He went on to 
eXamine some of these problems 
T} series has now been re 
i ted in booklet form and is 
being distributed in this country 
t he London advertisement 
esentative 4. Smyth 
Here is ar xample of an 


British manu 
t er coulc come: “British 


cast-metal scale-model toys are 
of excellent workmanship and 
reasonable price. Many of them 
are popular with Canadian chil- 
dren It is possible that their 
sales could be increased greatly, 
however, if they were built to 
North American patterns—and in 
this case the investment in special 
dies for the North American 
trade should not be excessive.” 

How can such problems be 
overcome? What part can the 
Canadian delegation play at the 
Conference of Commonwealth 
Prime Ministers? 

Mr. Inglis, in seeking an answer 
to these questions, explains the 
political background and person- 
alities involved in what appeared 
to be a disagreement at Cabinet 
level: Is Canada to follow a 
policy she has adopted at most 
similar Commonwealth get- 
togethers? Or is some new line 
possible? Mr. Inglis concludes: 
“Some in Ottawa are beginning 
to wonder if (the problem can be 
solved) by any approach except 
a radically new one.” 

In his final article he outlines 
what he calls the “package ap- 
proach” to the dollar-sterling 
problem This, he maintains. 
would be something really new 

Any such joint approach to the 
dollar-sterling problem obviously 
has two ends, one in dollar ter- 
ritory, one in sterling territory, 
Mr. Inglis explains. The package 
approach which he advocates 
might involve a revamped budget 
in Canada. Defence and foreign 
aid expenditure might need to be 
merged into one section. And at 
the British end some decentralisa- 
tion might be called for if the 
present system under which 
Britain is banker for the whole 
Sterling Area 
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To reach the buying CANADA | 
groups in West Pakistan | s 
[ youneed | 
! The | , 


j Civil & Military 
ee | Gazette 


Lahore & Karachi. 


| The oldest daily newspaper in 

Pakistan. |i has the confidence 

and respect of all. The efficient 

i world and local news service, 

objective comment and regular 

j features have created a strong 
readership, mainly among the and you would like to sell it in Canada, 


middle and upper income groups, | 
setgle of eepeliity— anh | Maclean-Hunter, whose London Office 
| spending power. is staffed by Canadians. 
Specimen copies, The 


ates aol to CIVIL & MILITARY GAZETTE LTD., We can answer your questions about the 
, LAHORE AND KARACHI, PAXISTAN, | 
particulars from 


London Office: R. COURTENAY BENHAM | market, we can tell 7 about media, and 


114 SOUTHAMPTON ROW, LONDON, W.C.1 we'll take sterling for any advertising you 
Telephone: HOLborn 5222 } Yy 


do in our publications. 


Sty Cc Vering and push your products 
WEST PAKISTAN in Onna 


bisertnnong | CANADIAN MAGAZINES 
ZAMINDAR | "Sean = ee 
Mayfair 


CANADIAN TRADE JOURNALS 
A best-seller. Bus & Truck Transport Canadian Advertising Canadian Automotive Trade 


' Canadian Aviation - Canadian Grocer - Canadian Hotel Review ~ Canadian Machinery 
Published in Lahore, in Urdu, the lead- Canadian Packaging * Canadian Paint & Varnish Magazine + Canadian Printer & Publisher 
ing language of West Pakistan. Canadian Shipping - Canadian Stationer - Canadian Trade Abroad « Civic Administration 
The ta t circulation of any daily | Drug Merchandising - Fountains in Canada ~- General Merchant - Hardware & Metal 
waaiens p e in the ares — 16,700 L’Epicier - Le Prix Courant - Men's Wear of Canada - Modern Power & Engineering 
; ‘ | Painting & Decorating Contractor ~- Plant Administration - ' . 
(Member of ABC, india). —_ - ae 


The Financial Post 
@ Established in 1903. 


gives the most effective coverage 


U.S.A. PUBLICATIONS 


The Daily ZAMINDAR should be Inland Printer - Rock Products - Concrete Products 
included in the schedule of every . 

Advertiser seeking to cover West Specimen Copies, Rates and Information Free 
Pakistan. The paper has been used for 


years successfully by leading Advertisers. MAG LEAN = HUNTE R 
London Representative 

0. G. D. Sutton, Agent., 118 Fleet Street, E.C.4 G (f7 ( ; , 
Telephone: CiTy 7354 Canute Largest t Viblishing Soube 


LONDON OFFICE STAFFED BY CANADIANS 
WELLINGTON HOUSE, 125 (30 STRAND, W.C2 Phone: TEM. Bar 1616/7 
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PITMAN 


Parker St., Kingsway, London, W.C2 


- &CO.LTD. © 


53, VICTORIA ST. SW 


DIRECT MAILING 
TO THE 
MEDICAL PROFESSION 
A comprehensive, accurate, 


ie and up-to-date service 
i offered by the publishers of 


MEDICINE ILLUSTRATED 
212 SMAPTESBURY AVENUE 
LONDON, Wc. 


Tel. TEMPLE BAR OST 


| 


ear... 
IsING © 
ZODIM 


Now 22 (07 hrs) Dec 2! (22 hes 


PROGNOSTICATIONS 


Vital decisions in personal 
and domestic matters 
should not be left to others, 


| #0 get out and do your 


SAMUEL JONES 


Christmas shopping your- 
self. Responsibility in busi- 
ness affairs, however, may 
safely be delegated to agents 
of good repute—such as 
Gloversk who can make an 
excellent job of your adver- 


_ tising whilst you concentrate 


on major policy. 
Aspective Dates 


Gas dulgence and con- 
vival activity is probable through- 
out the period. Notably on :-— 
Dec. 11, when the Display and 
Screen Printers’ Ladies are enter- 
tained at the Cafe Royal; Dec. 16, 
when the old Fleet Street Club 
have their Christmas Luncheon 
at the Holborn Restaurant; Dec. 
17, when the Fleet Street Column 
Club enjoy a similar function in 
the Connaught Rooms; and on 
Dec. 19, when the London Pub 
Club meet for yet another at the 
Savoy. 


* 


Talking of shopping, here's some 
advertising shop. Again and again 
during 1952 Glovers proved that 
substantial sales can be achieved on 
‘teen thousand appropriations 

if you contact this well-equipped 
middile-sized agency forthwith, your 
product will be sitting pretty by 
Christmas, 1953 ! 


GLOVERS ADVERTISING LTD. 


30 Bouverie Street, E.C.4 


CEN 2892 (6 lines) 
‘Also at Bristol, | 
Tel. 25483 (3 lines) 


ap 
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A ‘JAUNDICED VIEW’ OF ADVERTISING : 


‘Half-truths and bogus 


scientific terminology’ 


ys advertising, in the strict 
sense of the word, a pro- 
fession? Some, animated by a 


laudable conviction that it 
should observe standards of 
behaviour associated with 


recognised professions such as 
medicine and the law, hold that 
it should be so regarded. 
Others consider the claim pre- 
tentious and unrealistic, 

\ book entitled Professional 
People, just published, gives an 


inswer to the question, though 
it iw one the idealists will not 
like Roy Lewis and Angus 
Maude, MP... whose previous 
book The English Middle 
Classes, ranks high among recent 
works of social history, take a 
somewhat jaundiced view of ad- 
vertising This is what they 
write 

it is an inevitable deduction 
from our ideas of professional 
conduct that a profession must 
lea im some requirement to 
human good, and that in purvey 
ing it clients it must get with 
integrit lr is for thif¥@ason im 


possible wccept the claims of 
advertising 10 professional status, 
convincing as these may be made 
fo appear 


‘Travesty of 

etiquette’ 

“Professional men and women 

artists, journa (a footnote 
explains that pywriters and 
other members of an agency's 
called creative department” 
ire jncluded in this designation), 
technicians, psychologists, ac- 
countants, stalistic.ans—may work 
for an advetrising agency, whose 
services are indeed a*composite of 
their efforts; but the function of 
producing half-truths and bogus 
scientific terminology to sell pro- 


” 
sts 


so 


du however ‘ethical’ they 
may ‘e, cannot be professional 
No in the agreement among 
the toms engaged in the trade 
(with ts a useful and even 
honor « one) not to write 
‘knocking that 1s, state- 
ments wh sh shall vaunt one 
product b id ig to throw its 
rivals into disrepute, and not to 
filch each clients, be re 


garded as a 


but a travesty 
of professi 


juette, especi- 


ally as adv agents adver- 
tise their own ces with the 
same skilkd persuasiveness as 
they do the ents’ goods.” 

Advertisi titioners may 
well retort | passage 1s it- 
self a comp f half truths! 
It takes little at of the vast 
amount of factual and 
socially ne advertising 

Professional } r »y Roy Lewis and 
Angus Maude {' (Phoenix House 
Ltd. 18s) 

ae vale —— 


carried out by agencies, and 
gives scant credit to agents for 
what they have done collectively 
to raise standards of ethical prac- 


tice and of vocational compe- 
tence 

In their chapter “What is a 
profession” the authors quote and 
discuss various definitions, but 
evade giving one of their own, 
except to assert that a genuine 


profession must have an ethical 
purpose and practise according to 
ethical principles. With this no 
one will quarrei, but, on their 


Is Advertising a profession? 
“No!” say the authors of a 
new book reviewed here. 


own showing, there are more ex- 
plicit possible definitions that 
would not exclude advertising, 
if by advertising one means 
agency practice That agents 
should aspire to professional 
Status, even if they have not yet, 
as a body, fulfilled ail the con- 
ditions, may be no bad thing 
The authors’ attitude to adver- 
tusing is again reflected in their 
references to art and the artist 
“It hardly seems healthy,” they 
say, “that when advertising 
agencies alone pay out some 
£2,500,000 a year to professional 
artists, those who practise art for 
art’s sake cannot get a decent 
living by it The more the 
art school specialises in commer- 


cial art, because this at least 
offers a living wage ww its 
graduates, the smaller the part 


will be which the basic academic 
principles of judgment and 
aesthetics will play in their educa- 
tion, and since improvements in 
commercia! art are wholly depen- 
dent on the tradition and accumu- 
lated capital of the fine arts, this 
will, in the end, amount to cut- 
ting off the branch on which 
modern industrial design, display 
and packaging are so compla- 
cently sitting.” 

This appears open to objection 
because of the angle of approach 
rather than, necessarily, because 
the conclusion is wrong. The in- 
ference, that the demands of ad- 
vertising tend to debase standards 
of arts, is debatable, and smacks 
of bias 

To judge Professional People 
by its assessment of advertising 
would, however, be unfair. There 
is sO Very much more to K than 
that. It is a monumental work, 
painstaking in its careful analysis 
of the evolution of the British 
professional classes, illuminating 
in the facts it reveals. Everyone 
in the advertising business (or 
profession?) should read it for 
the light it throws on the struc- 
ture of modern society 

C_.D.R. 
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/ 90 in prizes 


The colourtul voice of the poster is heard above the 
clatter of traffic and the hum of industry. In shopping 
centre and busy thoroughfare the cheerful, brightly 
coloured poster attracts the eye of every passer-by. Its 
colour is irresistible, its selling power incalculable. If 
you think you can design a poster illustrating that theme, 
you are invited to enter the International Poster Adver- 
tising Competition. 

There are prizes both for professional and non- 
professional artists. To get your Entry Form, which 
contains ful! details, fill in the coupon below. 


PANEL OF JUDGES: RONALD BROWNE, T.0., MA, FPA. ERNEST H. FORD, OBE, President, Town Planning 
institute ASHLEY MAVINDEN, OBE, 8.0). FS1A Ff. HK. HENRION, MBE, FSIA GEORGE MILLS, 


President. Outdoor Advertising Industry Advisory Committee Cc. B. WREY Chairman. Executive Committee, 15.8.A 
—_— — ——To the British and London Poster Advertising Associations, 48 Russell Square, London, W.C.1 — — 
Name 
APPLICATION FOR — 
ENTRY FORM Addres: 
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ADVERTISER'S 


CARDBOARD OF STS TIMBER, AND... 


COST OF DISPLAY 


MATERIAL IS CUT 80%! 


By H. ASHFORD DOWN, managing director, Display Craft Lid. 


JOR thirty years the display 
making industry has used 
tumber and plywood for the 
manufacture of point-of-sale 
display material To-day 
almost overnight——the industry 
is Switching over to the use 
of cardboard, mainly because 
the hardening of markets 
makes it necessary for national 
idvertisers to make their allo- 
cation go further 
It is a fact that a silk screen 
printed sales-aid on super quality 
cardboard approximately 


one-fifth of the price of a similar 


costs 


display piece in timber (or for 
that matter plywood) 
War-time restrictions on the 


use of plywood and timber have 
nereased the resourcefulness of 
he display manufacturer, and 
the sudden return of the buyers’ 
narket has driven him to use 
$ ingenuity in. devising less 
expensive materials f display 
making purposes. It now turns 
out that, in the hands of a clever 
designer, cardboard is proving if 
anything attractive than 
plywood, and of much greater 
utility value 

A clever designer is, however, 
an essential Designing card 
board displays i a science and 
not a sideline, and the cardboard 
manipulator, though a creative 
artist. 18 In a class apart from the 


more 


usual studio designer He must 
be both artist and mechanic. he 
knows instinctively what card 
board will do, tts strams id 
stresses, whet! { can |} R 5 
and “creased,” whether a 3" 
bend is necessary, how the d 


will cut in relation to the 
how it will react to certain kinds 
of printing, and in short, | to 
produce a sales-aid that w : 
g00d value for money 

The day has arrived wher c 
display maker's sawm $s work 
ing on short time, while C 
and more mechanisation is n 


The display makers’ saw mills are 
working short time. And mechanisation 
is the order of the day to keep pace 
with demands for cardboerd sales aids. 
Cause of this shift in emphasis is that 
advertisers, entering the buyers’ 
market, demand cheaper and more 
efficient display material. Introduction 
of mechanical silk screen printing and 
the use of cardboard in place of timber 
have cut costs as much as 80 per cent. 


sary to keep pace with the pro 
duction of cardboard sales-aids 
Guillotines, cutting and creasing 
machines, and automatic silk 
screen printers, are the order of 
the day, to give quick, efficient, 
and economical service to 
national advertisers who are fight 
ing for world markets 

The new mechanised silk screen 
printing machines are admirably 
suited for printing on cardboard; 
the work can be produced at a 
rate of 1,200 copies per hour as 
the Vacuumatic control ensures 
perfect registration. The fact that 
printing can be carried out direct 
on to the cardboard is an econ 
omic point well worth considera 
tion, because costs are reduced, 
warping is prevented, and first 
class, clean printing results are 
achieved. It is true to say that 
in this silent switch from plywood 
to cardboard, the automatic silk 


screen printing machines are play- 
ing a dominant part 
In days gone by a single-sided 


This three-fold display screen 
(size 25 in. x 23 in. x 14 in.) was 
produced in cardboard by Display 
Craft Ltd. It is designed to pack 
flat in a paper envelope for 
national distribution. If made in 
plywood and timber these dis- 
plays would cost at least five 
times as much and carriage costs 
would also be increased 


with a 
timber base, was normal; if these 


plywood display unit 


units were made three-dimen- 
sional. the cost was considerably 
nereased and packing became a 
costly problem. Cardboard three- 
dimensional units can be made to 
be intriguingly interesting at low 
cost, At the same time they pack 
flat and can be erected for dis- 
play purposes by a mere touch. 
Use of cardboard containers in 
place of the old and much 
timber packing cases, 
ensures quicker del'very and cuts 
isk of damage 


bulkier 


1 the production of good 
qua plywood sale-aids it is 
necessary to “sand” the plywood. 
pray with a “sealer”, then under 


coat and spray to the appropriate 
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Cardboard made to look like 
timber is a feature of this display 
unit produced by Display Crafi 
Ltd. The light oak finish is 
printed by means of a silk screen 
photographic stencil, The unit 
packs flat for easy transit. 


colour scheme. After each opera 
tion, “rubbing down” is necessary 
On cardboard these supplemen: 
ary finishes can be dispensed 
with. A final coat of varnish on 
a good quality cardboard show 
card will be equa! to a cellulosed 
display unit—at one-fifth of the 
cost. The new cellulose, fluores 
cent and high gloss paints can 
be used on cardboard to enhance 
the value of point-of-sale adver: 
ising 


More about 


ee many quotes” and 
“chronic overtime” were 
diagnosed by Jack Ewins 
(October 23, page 216) as the 
major ills of the exhibition 
goose. The article caused 
E. P. COLLINS, (4.M.1L.A.M.A.,, 
“a great deal of concern”. 
He writes: 

At first 1 thought that here at 
last a stand builuer had come 
forward with really con- 
structive remarks to make to help 


some 


reduce the costs of exhibition 
stands-——bur no! What we find 
is t the “man who pays the 
bill ibelled a “goose” and by 
imp ” is a man who 
chang mind (usually at the 
last eo) and is always an 
inde * Starter. In fact. as 
far as | the exhibitor is 
the villain o the piece, 

Obvious your e¢ontributor 


knows = fa about the 
exhibjtion than | can 
ever hope it does seem 
clear to me least two of 
the causes costs which 
are laid door of the 
exhibitor ¢ ud should, be 
tackled by structors and 


exhibition ties, to the 
mutual adv f all 
1 refer t 


nany quotes” 
and “chron me.” 

It is sugges at some clients 
are asking for as iny as twenty 


designs Pe were | a 
constructor found that a 
lient Was 2 for a large 
* , 4 3 
p . ht 
, rs 4 


THE EXHIBITION GOOSE 


number of quotes, | should 
decline to do business with him 
But surely the answer to this is 
to charge the client a nomina! 
sum for each design submitted 
1 know that this would not pay 
for the service, but I am perfect! 
certain that a nominal fee of. 
say, ten guineas would tend to 
discourage the indiscriminate 
demand for “quotes.” Here is a 
case where constructors should 
get together, and what is more 
important, stick together, in 
choosing a workable plan. It 
would bring about an immediate 
reduction in the “constructors 
overheads and ultimately his 
charges to his clients”, which is 
what your contributor so earnestly 
wishes. 

Overtime is another vexed 
question: here again the “goose” 
is charged with two out of the 
three reasons for these © high 
charges, but I say that the 
principal one has been entirely 
ignored. Anyone who has spent 
any time in exhibition halls during 
the week prior to the opening 
cannot but have noticed = the 
difference in the tempo and spirit 
between the carly days and the 
last night (or week-end!) 

Obviously, the customer looks 
at the problem from an entirely 
different point of view to that of 
the constructor, but I do feel tha: 
rather than attribute so much to 
the man who inevitably has to 
foot the bill, we should approach 
this matter in a more co-operative 
spirit 
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Visplay Craft ltd 


THE POINT-OF-SALE EXPERTS 


Cardboard collapsible Cut-Outs 


fe OF Window Displays — 
Showcards & Sales Aids 


Long runs of high grade point-of-sale 
display material produced speedily in our 
two mechanised screen printing factories 
at extremely reasonable prices. 


DISPLAY CRAFT LTD. 


88 ACRE LANE, LONDON, S.W.2 
Tel.: BRixton 787! (4 lines) 
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Harris & Sheldon Ltd 


46 Great Marlborough Street, London, W.1. Tel.: GERrard 8955 


ADVERTISER'S WHE? 


Qv8-A- puR-Dup 


(THREE MEM NA ry) 


Why the Nursery Rhyme 
ind why the Model Maker? 
. Well! to attract your 
ittention and inform you 
that H. & S. are now making 
lisplay figures and display 
inits in RUBBER. 


By years of research we 
have produced a mix that 
will stand rough treatment, 
whether in the Tropics or 
it the North Pole and 
is inexpensive and 
washable. May we tell you 


ill about it? 


ROUGH, LEICS Tel.: Loughborough 349! 
am, Manchester and Glasgow 


WOODGATE o 
also at Gir 
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A pack of soap for 
every ad. 


|' | still wrote letters to 
Father Christmas | should 
immediately send an urgent 
note asking him to send a 
Christmas pack of Pears Soap 
to every advertising and pack- 
aging man in the country. Not 
because | think they need the 
soap but because | think many 
of them could well do with a 
portion of the sentiment con- 
veyed by this pack 

For the past twenty years or 
packaging designers have 
been busy clearing the mush of 
ERCESSIV< sentimentality from 
their clients’ packages. Te sun- 
sets. garlands and roses-iound- 
the-door, which were an inevit 
ible feature of the old style 
packaging, have been replaced 
by abstract! shapes and airified 
typography 

This revolution in 


more 


packaging 


REVIEW OF 
PACKAGING 
by 


Ronald Vickers 


design was as inevitable as it was 
necessary, but in many cases it 
has been carried beyond the limits 
of good sense and good advertis- 
ing. The time has come for a 
litthe more sentiment and a little 
less artistic snonbery 

So to hell with the pundits and 
hurrah for the curly hair and 


bright blue eyes of Pears’ 
Bubbles.” Artistic fashion may 
point the finger of scorn at 


Millais’ painting but this picture 
will touch the hearts (and purses) 


f women shoppers to-day as 
surely as did fifty years ago. 
Richly reproduced in full colour, 
“ i background of deep red 
il } the Pears Soap pack is a 


4 selectio 


10,000 items which at one time 
nted a packaging problem to Kodak 


man 


Pears 


pack of 
advertising and 
country 
not because they need soap 


‘A Christmas 
Soap to every 
packaging man in the 


safe bet for many a grown-up'’s 
Christmas stocking. 
* * * 

ENOUGH PACKAGING problems to 
last One man a lifetime have pre 
sented themselves, at some time 
or another, to the packaging 
people at Kodak's. An exhibition 
held at their Kingsway, London, 
showroom this month showed a 
selection from no less than ten 
thousand items which have to be 
packed and labelled for all parts 
of the world. 

Because of the delicacy of 
some of the instruments and the 
sensitivity of certain chemicals to 
light and moisture the standards 
of physical efficiency required by 
many of these packs has to be 
unusually high. Labels have to 
convey vital information clearly 
and in such a way that the likel: 
hood of confusion with similar 
products is reduced to nil 

The main problem experienced 
by firms like Kodak who manu 
facture and package a very wide 
range of goods is usually a matter 
of how far they can carry 
standardisation, If there ts none, 
printing costs are unnecessarily 
high and—-because of insufficient 
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AT SCREEN PROCESS NEWS 


WE are pleased to announce 
that in addition to our Adver- 
tising, Art, and Photographic 
Services, we have now de- 
signed and installed a NEW, 
and advanced system of 
Mechanised Screen Printing, 


which at last opens up the 


possibilities of long ru 


multiple colour-work, 
greatly reduced cost. Pri 
Buyers and Print production 
executives of all organisations 
are cordially invited to call 
and see this latest develop- 


ment of sereen process 


printing at work. 
PACK AND POSTER DESIGNERS 


ADVERTISEMENT DESIGNERS 
COMMERCIAL ARTISTS 
COMMERCIAL AND 


INDUSTRIAL 


A-P-A sTUuUDIOS . 352/4 GRAY'S INN ROAD 
LONDON - W-C:t — Telephone: TERminus 1184/5 PHOTOGRAPHERS 
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it’s lonely up there. 
If you want to make friends 


with your customers, come 


out of the cumuli and... 


call in the 
packaging 
specialists 


- 
Sine 
== 
=. 
==. 


| FOR ALL 
PACKAGING 
PROBLEMS 


JOHNS, SON & WATTS Lt. : 


Established 1842 


2-4 EPWORTH STREET, LONDON, E.C2 


Telephone: MONarch 7408 (3 


lines) 


“Gives just the 
impression it ought 
to give—it looks 
like a food-cum- 
medicine.” 


eeerrriri tei 


family likeness—customers are 
unable to recognise at a glance 
which goods are made by the firm 
and which by competitors 

On the other hand over- 
standardisation leads to a very 
monotonous range of designs and 
is quite likely to cause confusion 
between items in the range. This 
annoys dealers as well as cus- 
tomers. 

Kodak have mastered the 
situation by specifying certain 
standards for materials and print- 
ings while avoiding rigidity of 
design style. Colour schemes are 
devised to provide the distinctions 
necessary for easy recognition 
and a simplification programme 
led to a reduction in the mumber 
of inks used from 50 to 21. 

Thus costs were reduced and 
greater harmony of presentation 
achieved at the same time. 

. * * 

Tuts Brockham High Protein 
food pack gives just the impres- 
sion it ought to give—it looks 
like a modern food-cum-medi- 
cine. Its simple colouring—red, 
cream, and black—is as 
modern; so is the layout. Display 
punch is provided by the vivid- 
ness of the red and the four-in- 
one symbol is a branding device 
with a meaning. 

Particularly important to this 
type of product is some means 
of showing, on the pack, that 


“Attractive play 
impossible 
card or 


practically 
hout @ supporting 
sing carton. 
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certain constituents are indeed 
contained in the compound and 
that these things are really good 
to take. I think the bold display, 
on front and back, of the prin- 
ciple contents of the food is 
better psychology than fanciful 
layouts or extravagant self praise. 
* * * 


PurPLe 1S a colour that is be- 
coming more and more popular 
with pack designers. The pack 
designed by Gordon & Gotch for 
Nycol, a new ladderstop com- 
pound, combines purple very suc- 
cessfully with light green. 

Nycol is packed in a tube so 
small that display would be prac- 
tically impossible without a sup- 
porting card or enclosing carton. 
A folded card, to which the tube 
is fixed by elastic band, has been 
adopted and this is undoubtedly 
the best solution. 

Because it is a new product it 
is important that women should 
be able to see immediately just 
what it is, and the little tube is 
obviously intended for the hand- 
bag. The display outer is designed 
to attract feminine attention and 
put over the product story in a 
few words. 

* * - 


It 1s A fairly simple matter to 
create a pack design which will 
convey the essential softness and 
purity of a+ product like paper 
handkerchiefs to the customer. 
What is not so simple is to com- 
bine this softness and delicacy 
with a display appeal strong 
enough to make any real impact. 
By employing a dark blue shape 
as the main feature of their 
design Lonsdale-Hands Associates 
have given visual strength to the 
new pack for Velvet paper hand- 
kerchiefs. The brand name and 
product description are printed in 
large size lettering, so that the 
pack can not only be seen but 
recognised at considerable dist- 
ance. 

It is interesting to see how the 
strength of display appeal has 
been combined with femininity of 
style. Pink, white and grey are, 
of course, a feminine combina- 
tion, but it is not only the colours 
themselves but the way they are 
used that conveys the desired im- 
pression. All around the blue 
panel, stripes in white and pink 
are laid, having the same charm- 
ing effect as a lace edge to a 
petticoat. 
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THE FAMOUS ‘HYDE? ALL-STEEL 


BLOCK STORAGE CABINET 
WILL LOOK AFTER YOUR BLOCKS 


Total Storage area 
over 8,000 sq. in. 
* 

16 dust proof 
drawers, each 2 in. 

deep. 

o 
Inside of all 
drawers sprayed 
with textile fibre. 

€ 
Drawers fully ex- 
tended give full 
view to blocks. 

. 

Stops prevent risk 
of spilling. 

e 
Dimensions 36 in. 
high, 18 in. deep, 
33 in. wide. 


DELIVERY? IMMEDIATE! 
RANDALRAK LTD 


THE RANDALL 1851 ORGANISATION 
(Dept. AW) 106 VICTORIA ST., LONDON, S.W.! 


ViCtoria 4238 - 3485 


pbb bh bb & 


CORONATION 1953 


ADVERTISER'S WEEKLY 


First requirement for clear thinking 
and bright ideas — have the “ papers ° 
in ship-shape order. We have devel- 
oped to a fine art the production of 
every kind of Loose Leaf Covers and 
Binders — practical and handsome. 

File or Bind without punched holes, 
send for details—for yourself and clients 
of our extensive range of binders and 


covers. Elat 
36 Qualities and Methods © Press Seud-—Grip Cover. 


@ Do you subscribe to ay magazines? 
EASI BIND , 


EASIBIND offers the most attractive method 
of paves | Sets of Journals, whether few or 
many—EASY INSERTION OR REMOVAL— 
pages always open flat. 


WHITE CABLE LIMITED 


68 70 PARADISE STREET, LIVERPOOL | Telephone : Royal 7172/3 
All London and Home Counties enquiries address to 


64 NEWMAN STREET, LONDON, W.! Totephone : MUSeum 2/4! 
et LL 


© Specialists in Loose Leaf 
eal Covers. 


@ Iinterscrew Twin Ring Clip 
Binder. 


J: W ARTISTS 


riwireD 


161a-166, STRAND, W.C.2. 
TEMPLE BAR 6089 & 6357 
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ADVERTISERS 


A.B.C, 23,213 


The 


Largest circulation 


CANINE MAGAZINE 
THE 
DOGS’ BULLETIN 


Advertising Department 


Newspaper Representations Ltd. 
231 Strand, W.C.2 


Te 


CITy 5906 


rl To reach 


agency 
Trades 
your 


winter 


accepted 


The only 


S-figure 


circ 


Certif 


Seng 


ment Ra 


should 

NATIONAL 
AGENT BOOKSELLER 
STATIONER 


the News 
and Allied 


number 


Ine 


sutumn and 


appropriate 
THE 
NEWS 


be 


authori 


journ 
f 


te 


’ Fleet 


St 


the 


Ec4 


British advertisers anxious 


the largest Evening Daily. P 


lished by Politiken, Denmirk s 
famous Morning Nationa! News- 


paper, it still offers adeg 


space facilities 


Contra! 260 


Full detai!s 


CRANE-DEBENHAM LTD. 
69, FLEET STREET, LONDON, E€-4 


to 
increase thelr trade with 
Denmarkshouldinvestigatethe 
possibilities of EKSTRABLADL’, 


rte 


“10 
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Speaking in public 


THE 


HOME COUNTIES 


NEWSPAPERS GROUP 
is 
still 
the 
DOMINATING 
ADVERTISING 
FORCE 


Bucks 


PER TRADE 
$/COL = FAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, jor. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON. Phone 5050 
Advertisement Manager: C, W. Gilder 


Why should advertising men whose stock- 


in-trade is the 
speak in public? 


written word, 
The answer is in this 


learn to 


article, the first of four on the subject. 


HY should organised ad- 
vertising, through the 
Advertising Association and 
the clubs, concern itself with 
public speaking? 
Some of the 
obvious 
In the course of his duties, an 
man (or woman, of 
course) may be called on to “talk 
on his feet.” He may have to 
present and explain a campaign 
scheme or to address a sales con- 
ference. His bearing and manner, 
his choiwe of words, the way he 
marshals his facts and opinions, 
may do much to determine the 
success or failure of his pre- 
seniabhon 
Io enlighten public opinion 
about advertising, practising ad- 
vertising men should be encour- 
address lay audiences 
speakers must not only 
w their subject but must make 


answers are 


advertising 


aged to 
Such 
kno 


a favourable mpression by the 

quality of their speaking 
noithous young Man can 

advan s career by taking an 


active | n the work of clubs 
and ott idvertising organisa- 
tions B » doing he can 
legitimately vublicise himself 


Often this involves public speak- 
ing. k is important to him that 
he should present himself attrac- 
tively by speaking well. 

Because the practise of public 
speaking engenders _ self-confi- 
dence, it is a valuable aid to 
success in an advertising career 

A\| very true and sound, But 
if one substitutes another word 
for “advertising every point 
applies with equa! or even greater 
force to many other occupations 

he law, the Church, politics, 


quote examples that come 
readily to mind 
Is there a reason why those 


envaged in advertising, as distinct 
from any other vocation, should 


he " proficient pu blic 
speaers? I think there is. It 1s 
a re fundamental to the 
nature advertising itself. 
Advertis ng does its job—sells. 
informs, ides -by means of 
the printe word—the printed 
word that must first be written 
This is, and always be, 1s 
principal, tho not, of course, 
its only wear But words were 
spoken be! ey were ever 
written. We to talk before 
we learn 1) w Writing is no 


more tha 
recording 


nvenience for 
that must first 


be framed Is 

Surely it follow that to 
write well wuld also be 
able to talk Yat one cannot 
be a good without being 


also a good k 
clusion is 0 
all know fh 
badly, and . 


Yet the con 
question, We 
kers who write 
ent writers who 


are hesitant in speech Here 
perhaps is evidence of a flaw in 
our methods of education 

Infinite pains are taken to teach 
us to write In our youth we 
learn grammar and syntax, labour 
over essays and theses. But pub- 
lic speaking, outside the technical 
institutes, ts hardly recognised by 
any curriculum 

This one-sided stress in the 
teaching of the use of language 
may, at least in part, explain why, 
among “educated” people in ad 
vertising as in other occupations, 
so few can express themselves 
well in writing. Many candidaies 
for advertising examinations, I 
understand, are “ploughed” for 


By the Editor 


It almost certainly 

while so many, 
perhaps, in the ad- 
vertising business, can chatter 
glibly enough, so few can talk 
well in public 

Adult training in public speak- 
ing can do much to remedy an 
educational from which 
nearly all of us suffer. 

Those who would excel] in ad- 
vertising must, because language 
is their stock-in-trade, master the 
use of words. In advertising, 
remember, one does not write for 
writing’s sake. One does not, like 
the essayist, “think aloud” with 
the pen One writes with in 
object—-to persuade somebody to 
do something 

The writer of advertisements 
must therefore always be con- 
scious of his audience. He must 
visualise the audience he cannot 
see He must “talk” to that 
audience just as he would if they 
sat in forbidding ranks before 
him. He must, by using words 
purposively, get attention, main- 
tain interest, secure the desired 
reaction. He must, in brief, write 
as a speaker would speak. 

Through practice in public 
speaking he will learn that ‘o 
talk, or write, clearly, he must 
first think clearly. He will dis- 
cover how audiences react to a 
variety of verbal stimulae He 
will develop almost unconsciously 
the sense of rhythm that breathes 
life into language. He will learn 
how to present his facts and argu- 
ments lucidly and in logical 
sequence. He will develop the 
confidence that, in writing as well 
as in speech, carries conviction. 
By acquiring proficiency in the 
art of speaking, he will become a 
better writer of advertisements 
and a more competent critic of 
copy. 

That is the real answer to the 
question posed in this article. 


this failing 
explains why 
particularly 


detect 


; Es = SS # 
7 
- —— 
PO eee eo a 
4 a 
€é 
‘di 
. ee 
_ s! ec \ 34 
Pp a AT -* 
: : = a 
: | | : P| : | 
a , F % 
— | _ 
a " — . 
| yy 2 — . 
6 Gp | 
i FY si witha | 
1} — | yp vy | 
. i — tion (ABC | | | 
} = = * | 
; NATIONAL | | 
NEWSAGENT i 
BOOKSELLER | 
STATION : 
KN ITY 2608 (4 Hine) | “ | j | 
a oe TY 2604 (4 lines) Beds | 
| DENMARK |] Miiaebs | 
and 
| | 


ADVERTISER'S WEEKLY 


19535 
APPROPRIATIONS ! 


Most Advertising Agents are now dealing with their 
1953 appropriations. 


Campaigns are dependent for their success upon two 
factors—the quality of the theme used in the Cam- 
paign and the effectiveness of Retail distr.bution. 


It may happen that a first class Campaign is pro- 
duced and its effectiveness weakened by the fact that 
the advertiser has not got a distribution to match his 
advertising spread. 


As a rule the larger the advertising appropriation, 
the larger the retail distribution but it is rarely that 
retail distribution approaches circulation distribution. 


Even with a modest amount of expenditure in the 
National Press it is possible to get into every home 
in the country 


To be effective, sales distribution should be as near 
100 per cent as possible but in practice it ranges from 
10 per cent to 50 per cent and only in rare cases does 
one come across a fully distributed product. 


To-day, there is a decrease in purchasing capacity 
and a smaller revenue is being secured from individual 
outlets 


If a National or Local Campaign is prepared on a 
100 per cent circulation distribution basis and your 
client has a retail distribution of anything up to 
SO per cent it is reasonable to suppose that your 
Campaign would be more effective if distribution 
were increased and some of the obvious gaps filled in. 


This organisation provides effective background to 
concentrated advertising ( ampaigns whether they are 
National or Local. Our business is to secure addi- 
tional or initial distribution for Manufacturers and to 
ensure that proper support is given to advertising by 
puiting the product into as many additional sales out- 
lets as possible 


During the post-war years we have carried out 
Distribution Campaigns for 


BOVRIL LIMITED, GILLETTE INDUSTRIES 
LIMITED, SIMONIZ (ENGLAND) LIMITED, 
AFRIKANDER TOBACCO, JEYES’ SANITARY 
COMPOUNDS COMPANY LIMITED, WHITE- 
WAYS CYDER COMPANY LIMITED, PAL 
PERSONNA BLADES LIMITED, J. BIBBY & 
SONS LIMITED, J. C. & J. FIELD LIMITED, 
CELLUCOTTON PRODUCTS LIMITED, U.K. 
TIME LIMITED, R. & J, HILL LIMITED, 
FLETCHERS SAUCE COMPANY LIMITED, 
ASHE LABORATORIES LIMITED, STANDARD 
BRANDS LIMITED, CHAPPIE LIMITED, SPA 
BRUSHES LIMITED, THE BRITISH MEDICAL 
ASSOCIATION, ET 


We suggest that in drawing up your 1953 Campaigns 
it might be worth while considering the use of our 
organisation in relation to increasing the effectiveness 
of your advertising appropriations. 


Booklets are available explaining in full detail what 
we do and how we do it which we shall be glad to 
send you on request. 


COUNTER PRODUCTS LTD. 


24 HIGHBURY PLACE, LONDON, N.5 
Telephone: CANonbury 2050 and 2600 
Directors: Bede Egerton (Managing), D. R. Moore 
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Tributes t 


i.e E. Preston 
Tue Put Club of London 
believes in showing its aps talon 
of u t ary service. 
Lat ’ to be deservedly 
honoured and thanked is Edward 
F.. Preston, honorary secretary from 
1947 to 1952, now a vice-president, 

La Thursday Mr. Preston was 
the guest of members of the Club 


committee 


members and 


oth at a luncheon at Frascat's, 


uml many complimentary things 
were Said about him 

Ivan Lockin, chairman, lauded 
he zeal, thoroughness and devotion 


he had shown during the five years 


of his seeretaryship. In that capa- 
city, and earher as a member of the 
Council, he had done much to 
restore the Club's fortunes after the 
wa snd to raise its membership 
from several hundred to over a 
thousand 

Others who paid tributes to Mr. 
Preston and his work were Harold 


Butler (vice chairman), Dora Barnes 
and Francis Hollings (both former 
hon 


secretanes), Leon Goodman 
and F, Murray Milne (chairmen 
while he was hor retary), R. 
Cooper (present hon retary), 
John Rowswick, Douglas Shaw, 
Fred Harding, D. W. Mayes and 
John Skipper. 
Nor was appreciation lacking a 


tangible token. On behalf of the 


members as a body, Mr. Luckin 
presented Mr. Preston with an en- 
graved silver cigarette case. This, 
with an illuminated address, wil! be 
handed him again at the Club mect- 
ing on December 8. 

Mr. Preston, in acknowledgment, 
mentioned that the first annual 
dinner of the Club had been held at 
Frascati’s in 1913. 


HANGING 
AFFAIR 


WHEN Sir Alan Herbert pre- 
sented a cartoon of himself by 
Strube to the Wig and Pen Club in 
Fleet Street—he was asked to hang 
it. Afterwards, beneath the car- 
toon—here seen on the wall—-Sir 
Alan chats with Dick Brennan, the 
manager. Only journalists, advertis- 
ing men and lawyers are members. 
Incidentally, the humorous verses 
written by A.P.H. for ADVERTISER'S 
Weexty Christmas Number, links 
advertising and the Wig and Pen. 


ADVERTISING MANAGER’S CORNER 


The Star Spangled Manner 


Some people are all for American-style advertising. 
But the way we look at things, a good idea is a good 
idea even if it comes from Timbuctoo, while a bad 


idea doesn't smell any sweeter for having crossed the 
We know from experience that when the 
client asks for something on American lines he is 


Atlantic 


simply trying to say that he wants a display notion | 
that will attract the greatest amount of favourable 
attention in the shortest time for the lowest cost. So 

we don’t split hairs about the country of origin ; we 

simply treat him to a regular Harris job and if he 

cares to look on it as a successful bit of Yankee | 
doodling, good luck to him. 


distinctive show ards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING Lin 


ED. 2.30 KINGLY STREET, LONDON, W | 
e REG YD 
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CONSUMER RESEARCH BEHIND THE BAR 


BB USY executive at the Winter 
George 


Thomas Company Litd., 
Millard, is probably the only man 
in the advertising business who is 
also a country publican. He is here 
seen as “mine host.” 

Mr. Millard was with the Winter 
Thomas Company for twelve years 
before the last war, leaving in 1940 
to join the R.A.F. Meanwhile, he 
and his wife had taken over the 
licence of the Crown and Cushion 
Inn, 


Haslemere, and, except when 
he was home on leave, Mrs. Millard, 
ran i| on her own. The pub thrived. 
After the war, Mr. Millard decided 
to Jeave advertising and devote his 
full time to their public house. 

For while, he found the work 
pleasant and rewarding. But adver- 
tising 1s supposed to pull and it 

* 

Coronation year 

exhibition 


IF THE Business Efficiency Exhi- 
bition at Olympia during Corona- 

tion year does 
least 


it will be no 
fault either 
of its spon- 
sors, the 
Office Appli- 


Equipment 
Trades Asso- 
ciation, or of 


its able presi- 
dent, ¥. J. 


Arris (manag- 
ing director, 
Burrouch, Adding Machine Ltd.). 
And this | be no small feat for, 
so M \ 8 assures me, there is 
in this fie »bably no exhibition 
in the wo for number and 
range of cx can equal the 
Business Efficiency 
This Exh is always of 
especial in to advertisin 
people. The a single branc 
of the profes advertisers, re- 
searchers, medi. people, and agen- 
cies—whos. work is not made more 
efficient by puting, duplicat- 
ing, franking ng, punch-card, 
and many « ichines that are 


displayed. Td 


importance 


t mail users the 
»bvious to need 


stating 

Mr. Arris *n distinguished 
service to his concern for many 
years, not in this country, 
but also in Sw land, Italy, and 
Spain. Di v¢ war he con- 
trolled the of Trade’s direc- 


torate of of nachinery 


certainly pulled him! This year, 
when the expanding Winter Thomas 
Company needed another executive, 
he came back to his desk. But 
every evening, and every week-end, 
he is mine host at the Crown and 
Cushion. 

He tells me that the two jobs 
march well together, each helping 
the other. It was an advertising 
man's idea to get the pub talked 
about by painting cartoons of regu- 
lar customers on glasses. And he 
finds his general approach to agency 
problems aided by the varied 
opinions he hears in the four bars 
of his pub. “They're my own form 
of listener research,” he says. “A 
perfect cross section of general con- 
sumer reaction.” 

- 


EXPLAINING to L.S.M.A. mem- 
bers in Manchester the true func- 
tion of advertising, Edwin Ornstien 
told of a customer who went into 
a grocer’s shop crammed with salt. 
“My—what a lot of salt you must 

" said the surprised customer. 
“Sell salt?" said the grocer. “I 
can't sell it to anyone. Nobody in 
this district wants salt... . But the 
man who sells salt to me—can he 
sell salt!” 
* * * 


Puzzte: How much material is 
needed to make a floral nightdress 
with a frilled yoke? That was one 
of the problems which had to be 
worked out by Leila Danbury and 
her staff of Editorial Information 
Services (Osborne-Peacock Co., 
Lid.) in preparation for a fashion 
show at the Savoy last week by 
Barlow & Jones Lid. for their 
Osman and Osmalane fashion lines. 
Answer: 4) yards. 


~ 


“I don’t mind your taking 
the account with you, old 
man, but I do think you 
might have left me the 
coat-hanger in our cup- 
board.” 
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20, 30, 40, orSOfeet ° 


Fall colour; black and white ;or o 
of more than tiles. black and white with colour — i | 


; _——- Chotce of more than 4,000 cinemas 
1,000 cinemas is the “a (exclusively held) a 


perfect medium for 


The Younger network 


HARD-SELLING 
TEST CAMPAIGNS 
SEASONAL DRIVES 


AREA CONCENTRATION 


DO YOU KNOW A MORE EFFECTIVE AND ECONOMICAL WAY 


OF TELLING YOUR STORY? 


Full information from: DANIEL F. WARNOCK, Director of National Sales 


Films ¢ Filmlets 


YOUNGER PUBLICITY SERVICE LIMITED img: 28 ALBEMARLE ST. LONDON WI. REGENT 6593 
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ee 


hn Edeington & Lid., 
this new display piece 
the exhib sitio n depart 

th Eastern Gas 

used the Board's 

Hot water conveni- 

s the tite and theme, 
* * 


THAT Je 


suse of the success ot 
s campaign Littlehampton 
Committ will be adver- 
Coventry, Oxford 

s in addition to 


* 
ve Ministry of 
October the 
n publicity 


Alan Betts 


THAT 
ng d 


Kings 


with 
PYTRAM 


Well-known Trade Mark 

| ‘ a combinat 
Hard 
wood wit 


Rubbe 
able 
in 


this disp tely 


ef Havas Lid, 


We 


THAT about 9 delegates attended 
the Vantona Textiles Ltd. confer- 
ence on “Foremanship” at Si. 
Annes-on-Sea. 

* 7 « 
THAT the first three of six pretee 
tivity booklets prepared the 
Joint Industrial Council of the 
Printing and Allicd Trades are now 
being issued throughout the industry 

* * * 
THAT the Toronto Telegram has 
been bought Y the 
paper's general manager, and a 
group of associates. 

* * ad 
THAT J. F. Sova, general manage: 
London, has been 
on a visit to Belgium and Holland 
to discuss 1953 campaigns with 
Havas local offices. 

* * * 
THAT Edwin Hunter, art editor of 
Footwear, a publication of he 
National Trade Press Lid., has been 
elected a member of the London 
Sketch Club 

* * * 
THAT within a few weeks, manu 
facturers of Coronation souvenirs 
that have already been approved 
will receive a certificate of approval 
from the Council of Industrial 
Design. It is being printed with- 
out royal emblems so that it can 
be used in advertising. 


Display 
moulded 
( ompound 
left 
natural 


cole urs 
in. overall 


Send for your copy of the Pytram 
Folder on advertising models today 


for ‘live’ publicity 


PYTRAM LIMITED, 


Teles 


DUNBAR ROAD, NEW MALDEN, 
MALDEN 3225/7 


SURREY 


car— 


THAT W. Horace Biggs Press 
Organisation Ltd. ve been ap- 
pointed London representatives for 
the Wakefield Times. 
* * ° 
THAT 183,082 visitors went to the 
Motor Cycle and Cycle Show at 
Earls Court last week—7,609 more 
than last year 
*. * * 
THAT the Punch team, visiting 
New York in connection with an 
xhibition of original Punch draw- 
ings, were entertained by the pub- 
lisher, editor, and art director of 
the New Yorker. 
* * 
THAT the Scottish Council of the 
Institute of British Photographers 
has approved the creation of a 
North East group with Aberdeen 
as the centre. 
* * * 
voting in the nation- a ~~ 
ballot organised annually by 
Sporting Record to elec the 
Sportsman of the Year,” opens on 
DT mber 
* * > 
THAT Croydon Chamber of Com- 
merce rejected a resolution calling 
for “more honesty in advertising.” 
* * = 
THAT a first prize of £250 and a 
trophy is rs offered by Conforma 
Lid indow display competi- 
tion f ig their Judy fabrics and 
frocks 


THAT 


* * * 
ling to the Newsprint 
nittee saving of 
on the display of 
contents bills is 
stated in a Par- 


THAT a 
Rationing ( 
paper by th 
printed newspap 
substantial 
lhamentary 

* 
THAT Fox B 
are asking for 
play 


* 

thers Clothes Ltd. 
deas for either dis- 
stand desicn or a novel fea- 
ture for use in their stand at the 
B.Lt £50 will be awarded if a 
complete idea is adopted and a 
further £50 will be divided among 
competitors whose ideas are used in 
part 


NEW COMPANIES 


w a havering, Lid. 37 Harley Street 

manufac'urers 

capital: £100 Sub- 
and Joan Parker 


Nomina} capita! 
Zeltser, P 
N. Gordon 
Publicity Dew 
t 


apital 


{ v nd 
Swit Pol wilty Lia. Advertising agents 
mina +1 Oo Directors: F 


* Road, Ealing, and 


itd... 3 High Street 
blishers Nominal 
W. Singer and 


Theobalds Road. 
Promotion special- 
advertising 
nina! capital 
H and Helena 
Fob ishing Co, 
on, Surrey. Nominal 
cr: J, Lee-Richard- 


Philip Ridgrws, Assoctat 
The Strand. | Ww 
lations comsu 

tsing 
£1,000 
way 


con 
Pern 
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THAT printed cardboard sheets 

which can be made up into this 

Christmas house are being issued to 

dealers by Cossor Lid. for 
use in displays. 


een eneeeeweeee ee eeeeee 


ADVERTISING 
DIARY 


y, Nev 

INSTITUTE RELATIONS 
annual con axto Hall 
Westminster 0 pm 
jonday, Dee 


Pusiiciry Civs oF 
(House Committee meeting) 
Cowan on 
Corporation 

Pusiictiry 

Noarouk lan Harvey 
» t in —— ' 


LONDON 
AF 
Monotype 


REGENT ADVERTISING CLUB 
tain B. B. Titchener on * 
Work” (education lecture) 
type Corporation 

Pusuictry 
(Under-Thirty Club) A 
A alshaw on 
araving.” Pecl 
6.30 p.m. 
edane: 


Price and 
Process En- 
Restaurant 


y. 3. 

ADVERTISING CLUB OF OXFORD 
Vernon N. Ely on “Retail Methods 
in Advertising Black Hall, St 
Giles, 630 pm 

INSTITUTE OF PUBLIC RELATIONS 
The Rev. Dewi Morgan on “Public 
Relations for the Gospel.” Shaftes- 
bury Hotel, 12.45 pm 

INCORPORATED 
ASSOCIATION 
Baxter, MP 
1 pm 


SaLes 
Speaker 
Connaught 


MANAGERS 
Bevericy 
Rooms, 


PRINTING AND ALLIED 
Researcn ASSOCIATION 
meeting and luncheon 
Rooms, 1145 pm 


TRADES 
annual 
Connaught 


Pusticiry Cius oF 
J. H. Neill on 
Products abroad.” 
12.45 p.m 

BIRMINGHAM 
CIATION Speaker G 
Cave. general manager of 
L uxe mbourg Advertising 

jotel, 7 


SHEFFIELD 
“Selling Sheffield 
Grand Hotel 


Pusticity Asso- 


PPOPTTTTITITITITIIITITITI TTT 


WereeTCEIIIIT iti 


A.A.’s most vital 
salesman 


The Advertisement Investigation 
Department was the foundation 
stone of the Advertising Association 
and is still its most vital function, 
F. W. Jefkins, who spoke on behalf 
of the Association, told members of 
the Rotary Club of Wanstead and 
Woodford. 

Thanks to the British Code of 
Standards, he said, no 
publisher would to-day 
vertisements for slimming Pp oducts, 
and no proprietary medicine could 
offer to cure. 


Chosen from the 
‘Guardian’ 


Chosen by Ivor Brown, a selec- 
tion of articles, poems and notes 
from the Manchester Guardian. have 
been published as The Bedside 
Guardian (Collins, 12s. 6d.). 

They cover the wide gamut of the 
Guardian's interests, and recapture 
for more permanent record, historic 
events, and the infinite variety of 
daily journalism, as distilled by 
many distinguished writers 
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The darts team of the newly- formed Tex press Sports and Social Club 


( Drapers’ Record,” “Men's Wear” 


and “british Textiles’) beat the head 
office team of Marks & Spencer Lid. 
general manager of the papers and president 


2-1. Andrew Milne, director and 
the club (centre), discussing 


the. game with, left to right, J. Huelin (personnel officer), W. Melntosh 
(advertisement manager, British Textiles), F. (. Ross (personnel manager), 


4. E. Schulman (social secretary), 


and L. S-ruton (Marks & Spencer, 


sports club aire ’ 


More flexible quota scheme tor 
pulp imports next year 


Paper mills are to be given a 
single quota of expenditure within 
which each mill will be allowed 
to import any description of 
wood pulp in the first six months 
of 1953. 

In announcing these arrange- 
ments, the Acting Controller of 
Paper (H. G. Paul), states that 
the quotas will be on a cif. 

JK. port basis. The only 
exceptions to the above arrange- 
ments are pulps from esparito 
grass or consisting of a mixture 
of esparto and straw fibres which 
may be imported by esparto mills 
only. 

Mills may use their quotas to 
purchase wood pulp from any 
source, including North America 
The basis on which the quotas 
are allotted is the actual con- 
sumption of each grade of pulp 
in the six months, July 1, 1951 to 
January 4, 1952; the aggregate 
permitted expenditure for pulp 
importation in the first = six 
months of 1953 having been 
divided and allocated in propor- 
tion to that consumption. 

In the case of newsprint mills 
an adjustment is provided for 
which probably envisages the 
need for them to make up some 
of, the tonnage which will be lost 
by the 1953 reductions in Scan- 
dinavian imports. Their quotas 
for strong sulphite pulp and 
mechanical pulps (the ingredi- 
ents of newsprint) are adjusted 
as between the “basic” or “refer- 
ence” period and their estimated 


consumption in the first six 
months of 1953 

Taking into account the sharp 
fall in pulp prices which has 
occurred over the last twelve 
months these arrangements 
should ensure adequate supplies 
for British mills, which will also 
have an opportunity to increase 
their purchases from Canada and 
the U.S. should they so desire— 


and Canada’s moderate price | 


policy in recent years has strong 
attractions for some British mills. 
British importers of paper have 


also been informed of their | 


sterling quotas for the first six 
months of 1953. The actual 


volume of paper and board | 


imported will be governed by the 
prices paid, which, as in the case 
of pulp, are considerably lower 
now. 


Drapers told: 
‘Key your ads.’ 


Much of the advertising by 
drapers was described as “badly 
done and therefore a waste of 
money.” said W. I. Pugh, of 
James Selby Ltd., treasurer of the 
Drapers’ Chamber of Trade, in a 
talk to the Bristol branch. 


He suggeted that advertisements | 


be keyed in such a way that cus- 
tomers would reveal whether or 
not they were shopping as a direct 
result of the advertisement. In 
his view there was no doubt that 
advertising paid. 


A New, Quick SERVICE 


Two essentials to every 


user of Mukility and Rotaprint Machines 


are (1) Rapid reliable service and (2) consisient high quality. Both are 
features of business upon which The Strand Lithographic Co. have 


built up customer-satisfaction 


You are inv.ted to contact the address 


below—Terminus 2691—where you will receive courteous and immediate 


attention 


“ALL-IN” SERVICE 
Many concerns find the Strand comprehensive service invaluable 
Simply supply the basic data then the Company handics the job from 
idea to finished plate ready for your machine 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON AD., L 


h Terminus 2691 (4 times) 
Katona | 


ADVERTISER'S WEEKLY 


Many 
men and women 
Of business 
rate 


THE 
ILLUSTRATED 
LONDON 
NEWS 


above 
any other 
publication 

in the 

world 


W.J. COWAN* ADVERTISEMENT MANAGER 
Ingram House * 195/198 Strand * London W.C.2 
Temple Bar 5444 


David KITCHING, Northern Representative, 
4, Chapel Walks, Manchester 
Telephone: Blackfriars 4109 
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ADVERTISER'S WI Y 


Ey | 


To reach 
all kinds o! 


FOOD 
MANUFACTURERS 


COLLINSO\S 


ADVERTISING 
AGENCY LID. 
LEEDS 
advertise in 


FOOD 
MANUFACTURE 


Dawson 


Jar. Bottle, Can, 
Bakers Tray, 
and Utensil 

Washing 
Mac hines 


FOOD MANUFACTURE 
STRATFORD HOU SE, EDEN ST, LONDON, NWA 


_————————7~ | 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


FEWIE specialised monthly 

journal dealing with all 
civil engineering in which 
earth-moving and ecarth- 
moving equipment are ia- 
volved —open-casi coal 
iron ore, hydro electric 
developments, do sre 
clamation, harbours and 
docks, coast delence works, 
river widening, canal con- 
struction, et 


MUCK SHIFTER 
end Public Works Digest 
is another publication of the 


YY ay 


MANUFACTURING CHES 
TEXTILE INDUSTRIES & | 
Pant MaNnuPACTUR 
WORLD CROFS 


aTo™ 
FOOD MANUPACT! ® 
POTTERY aND OLs 
SUL DING DIGES 
MUCK SHIFTER 
PeTROLeUM 
, CHEMICAL AND PROX 
ENOINERR ING 
All published at 
Stratford House 
Eden St., Londoa, N 1 


Specamen copies 


on sr e | 


PORT PUBLICITY— 


through the Port Wime Trade A 

The first phase of the campaign 
will break on December 15 with a 
heavy pre-Christmas sales drive 
Space is being booked in national 
daily and Sunday newspapers and 
i provincial newspapers. 
Several of the advertisements will 
be 11 and 13 in. triples. 

Plans are now being made for 
continuing the campaign in the New 
Year. Press advertising will be sup- 
ported by a public relations cam- 


ign. 
of heme of the Christmas advertis- 


‘MIRROR’ AD. 
LAUNCHES NEW 
VARNISH REMOVER 


Advertising will break in the 
ily Mirror to-morrow (Friday) 
for Heluan nail varnish remover, a 
new line introduced by Colloidal 

Chemists. 
Led, 


Napper, Stinton, Woolley 
who handle the Colloidal account, 
are booking spaces in national 
daily and Sunday papers. 

Heluan is a non-liquid varnish 
fupever which is being sold in a 
tu 


| FURNITURE UNITS 


Displays in leading stores through- 
out the country have been planned 
for Roombilt, a new unit furniture 
being introduced by J. Berry & 
Sons Lid. 

Art brochures showing some of 
the many possible arrangements of 
Roombilt have been sent to nearly 
200 retailers. The shops are being 
provided with 40 in. by 30 in. dis- 
plays silk-screened in four colours 
on hardboard and mounted with 
large photographs of the furniture. 

Perard Publicity Ltd. are the 


agents. 


New Shell anti-freeze 


Advertising in the motoring press 
is to be used to introduce a new 
Shell-Mex and B.P. product—Snow- 
flake Anti-Freeze. 

Colman, Prentis & Varley Lid. 
have been appointed to handle the 
advertising. Window bills, stickers 
and other promotion material has 
been issued to garages. 

The advertisement copy states that 
Snowflake Anti-Freeze contains a 
special rust inhibitor and is guaran- 
teed to protect cars down to 35 
degrees of frost. 


Hoover week offer 


A twa day free loan of a Hoover 
cleaner, washing machine of 
polisher will be a feature of 
| “Hoover Week" which opens on 

Monday 

The scheme will be backed by 
national and provincial advertising. 

This will be supported by stereos 
| for local press advertising, posters, 
| car labels, stickers and leaflets. 
| Dealers will display a blue “Hoover 


bat eas Weny & Co. Ltd. are 
a. | agenis. 


Current Advertising 


£75,000 scheme breaks Dec. 15 


The Portuguese Government has allocated £75,000 for the first major 
promotion campaign to be run in this country. London Press 
ixchahge Ltd. will be handling the scheme which will be conducted 


Ting ing wi iit be that “port is good to drink 
at Christmas parties and festivities. 
| It is expected that the campaign will 
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TAYLOR WALKER 
NEW STOUT WILL 
BE STRONGER 


“Stronger, richer, creamicr,” is 
the claim made for a new Taylor 
Walker brew—Cannon Stout. Every 
Taylor Walker ad. in the London 
evening newspapers will feature the 
stout. 


A new range of display material 
has been prepared and a new bottle 
label has been designed by Derek 
Mills of T. H. M. Partners. The 
label is printed black and red on 
cream. 


later 


which port is the “perfect” 


feature other occasions for 


The agents for Taylor Walker are 
drink. Ltd. 


asey & Co. 


* packing 


e AT A GLANCE e 
ACCOUNTS MOVING: 

Scandinavian Air Lines to Legget Nicholson & Partners Ltd. 
(national magazines and provincial newspapers), Janit Ltd., fur- 
aishing fabrics, and Crosby Spring Interiors Ltd. to S.C. Peacock 
Ltd. (Liverpool); Flag Sauce (Fardon’s Vinegar Co., Ltd.) to 
S. C. Peacock Ltd. (London); Harry Hall Ltd. and 
Ltd, to Haig-McAliste; Ltd. 

Regent corsetry (Wi\lia.’ Fletcher Junr. Ltd.) to T. B. Browne 
Lid, D.D.D. Prescription and Balm to Dudley Turner & 
Vincent Ltd. (nationa! press, women's magazines, point of sale 
material and displays on London Underground); Norman 
Linton Ltd., outsize gown and blouse manufacturers, to Auger 
& Turner Ltd. (national, local and trade press) 

Hunt & Colleys Ltd., toilet roll and statistical paper roll 
manufacturers, to Bemrose Publicity Co., Ltd. (Derby). 


NEW ACCOUNTS: 


Carpet Trades Ltd, for Graham & Gillies Ltd.; Helwan nail 
varnish remover for Napper, Stinton, Woolley Ltd. (national 
dailies and Sundays), West End Motors Ltd., motor cycle and 
cycle specialists, for M.Y. Advertising & Publishing Co. 
(nationa! an.! suburban press); Dolly Day Ltd. (dress advertising 
in women's magazines), T. Jones & Sons (hardwood products 
in national press) and Lustre Distributors Ltd. (clectric lamps 

s) for Townend-Smith & Hardy Ltd; J. Skrek & 

canned food manufacturers, De Roy Plastics Ltd., 

plastic disp ays and products, and Mendoza & Co., auctioneers, 
valuers and estate agents, for Perard Publicity Ltd. 

George Spencer, Moulton & Co., Ltd., rubber engineers, for 
Dudley Tu: er & Vincent Ltd. (industrial media, th home 
and oversea.. and railway, aircraft and automobile publica- 
tions); Martin's Dyers & Dry Cleaners Ltd. for Gee Advertising 
Ltd. (Leeds) Wm. Briggs & Co., Ltd. (trade press), Beret In- 
dustries Ltd. ‘rade journals and colour ads. in consumer jour- 
nals), Cutipen (trade press and nationals), W. & A, Baxter Ltd., 
canned foods (trade press), and Clyde Automobile Co., Ltd. 
(consumer journals and dailies) for Sommerville & Milne Ltd. 
(Glasgow); Snowflake Anti-Freeze (motoring press and window 
bills and stickers) for Colman, Prentis & Varley Ltd. 


NEW CAMPAIGNS: 

Port publicity campaign (London Press Exchange Ltd.), 
ritional dailies and Sundays and provincial newspapers: 
Tevilized Trade Mark Users’ Association (W. S. Crawford 
Ltd.) full colour advertisements in women’s magazines next 
spring. Richmond machine tools, made by Midley & Sutcliffe 
Ltd. (Nevin D. Hirst (Advertising) Ltd.), full pages in technical 
publications 

gnun pens (Gordon & Gotch (Advertising) Ltd.), biggest 

ever Christn.as campaign with half-pages in Daily Express, 
Daily Mirr'- Daily Graphic, and other nationals. 

Esso Extr, (MoCann-Erickson Advertising Ltd.), 48, 32 and 


16-sheet na’ nal poster campaign with teaser theme of the 
“Six Extras 


PUBLIC RELATIONS ACCOUNTS: 


Matita |:).. Frederick Starke Ltd. and T. H. M. Partners, 
aterior designers, for Newslines. 


\S ACCOUNT: 
ivertising overseas covering Australia, Belgium, 


* Holland, India, Malaya, Malta, New Zealand, 
desia, and Italy for McCann-Erickson Advertising 


OVER‘: 

Tamp 
East A’ 
Pakista’ 
Ltd. 
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ADVERTISER'S WEEKLY 


Who sees 


SCREEN ADVERTISING? 


13,000,000 adults every week—42°,, of the 
adult population. 


Of these, 47°, are menfand 53°/,"women. 


Does the screen audience represent 
the income grades in fair proportion ? 


PROPORTION OF POPULATION | PROPORTION OF SCREEN AUDIENCE 
10% 
1™ 
73% 


These and many other interesting facts about the cinema and its audience have been published 
in a book entitled The Audience for Screen Advertising. It is based on figures drawn from the 
Board of Trade Quarterly Reports and on the findings of a series of monthly surveys carried 
out on behalf of Theatre Publicity by Research Services Ltd. The techniques employed have 
been approved by an Advisory Committee on which both the Institute of Incorporated Prac- 
titioners in Advertising and the Incorporated Society of British Advertisers were represented. 


THEATRE PUBLICITY LTD - Serving Screen Advertisers 


HEAD OFFICES 124-128 FINCHLEY ROAD, LONDON, N.W.3 (HAM. 4424) ye SALES @ PRODUCTION FILM HOUSE. WARDOUR STREET, LONDON, W.1 (GER. 9292) 
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Some» 


ADVERTISER 


@ Continued | 176 


STATISi {0 AL 
REVIE\ 


£15,868) compared 7 in 
the previous qua 


Household soaps anc detergents 
showed an inc “ to 
a total of £472.45 eX- 
penditur on Surf 569 

The battle is d 
sdds the Re ” no 
dearth of her 
ud and t be 
ty Ont he rter 

re Pers t ixydol 
£52.98 Kin ‘ , 

n tea on 

a sah Iver 

sing th om 
LIK.18 J to 
ivan ing 
A i ”"y t hid of 

; Thy ’ ign 

lea B “ pon 

t v : an 

$ fe the 

arte ’ " ited £21,825 

dl Brook Bond £13,005 

Cereal food advertisers were 

c, their quarter's total of 

i m0) comy ng with £89,400 in 

1 qua of 1951. The Kel- 

Corn Flakes figu of 

t “ it dout of 
ny hk nd 

An “unprecedented figu of 
£45.28 ‘ orded f meat and 
fish pastes. (1) x hs Brands 
hay spent ov £40) (nM) ress 
ids.) 

‘In the campaig f the oil 

ompanies t! been on 

petrol, { which " total 
s £121,929 diff f that 
of the prev iu ost 
double th ’ ded in the 
September i yea 

“With th uncement of the 

turn of t ded f ! next 
year th been a big b f 
publicity { re likely to see 
record-t k xpenditu n the 

oming mitt idds tt Review 
‘Impressive’ 

The totals of the two leaders 
in the pas iarter are dy quite 
mpress bsso £53.44 ul Shell 
X BP £37,108. | motor oil the 
vial f eit un- 
favourably with « ties ’ spent 
1 the Ju jus A ‘wo the 
figure was £12 s I noaien 
for Havo d that 
of any other | rived a 
h month on of 
£26,190 

The \ e adver- 

ng £210.26 wit 
£197,933 ) t I d three 
months and £14 yo 
Of this al ft 4 from 
Dunlop d £44 Good 
vear 

Other fieu fe ' quarter 
‘ Perfumes (41.76) 880 @ 

ar 2@0). toilet cream 0.519 
(well abov spond juarter 

st year): face powder 15,726 
£49.93) footwear 3,084 
601.48 , ef £72,597 
tt *) 

clgareites has 
stow ‘ ’ ! e the 
oper non f ear,” 
States the R “ d June 
campaigns { diture 
iimost £100 » the 
same half of 

The current seen 
furth expansio s the 
total from £194 June 
warter to £2184 atter 
figure being almos: £5 1 Cx- 
cess of expenditur ne a 
vear ago.” 

Footnote: Th dhets 
i record volume of ady g in 
i. 5 f = 


ist quarter o 


Commercial Artists 


FASHION 
ARTIST 
LADIES ... CHILDREN . . . 


MARGARET JACKSON 
64 Woodhouse Lane - 
Telephone : 23554 


TOR Ak A wceNCT ITD. 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C4 
HOLborn 6841 CHAncery 3506 


61 CAREY ST WC? 
PHONE MOLBORN 0771 


Consult A. 


KIRKSTUDIO 


24, HOLBORN. LONDON. ECs 
CHANCERY 47/3 


Animated Displays 


SCREENASCOPE 
AUTOMATIC PROJECTOR 
FOR EXHIBITIONS 
CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 
Hong Kong Works, Exhibition Grounds 
Wembley, Middiesex. Wembiey 5997 


Cut-out Letters 
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Photographers 


Photographers 


i 
a. 
Che Rents 
“ Cinaery aline Wl2 
COMMERCIALL ADVERTISING 


PHOTOGRAPHERS 


COLOUR PHOTOGRAPHY 


COLOUR TRANSPARENCIES 
COLOUR PRINTS 
COLOUR SEPARATION SETS 
PULITZER STUDIOS 


5S KENSINGTON HIGH ST.. LONDON, W.8 
Western 2647 & 9592 


COLOR 
PHOTOGRAPHY 


(employing new negative 
positive process) 


Prints in full color 
Quick delivery 
Phone CHAncery 3416 


COLORGRAPH 
8 Breams Buildings, E.C.4 


MATTACOL 
DISPLAY PRINTS 
fa sngie enples or quuncices 
SCOTLAND 
BI vane’ eee Geek NW. 
LONDON AREA 


ROBERT P. HYMERS LTD 
17 Clifford St, W.1 MAY air 6768-9 


NORTHERN AREA 
R. DIXON, 5 Hillingdon Ra. 
Stretford, Manchester 


Longford 2647 


| Established 1884 


40,000 | onticucturaL 
PHOTOGRAPHS 


eee RE 
for ALL PURPOSES 
REGINALD A. MALBY & CO. 


» WOODFORD, E.18 
BUCkhurst 0222 WANstead 9036 


AC.K.WARE service includes 
an extensive library of Colour 
d Monochrome pictures 


A.C.K.WARE (hem paece) LTD. 
28 Basinghall St. London, E.C.2 
Mi pelttan M97 


Direct Mail 


If it’s 
DIRECT MAIL SALES 


YOU'RE AFTER... 


Consult us 


Everything from DIRECT MAIL 
LISTINGS, specially compiled to 
your individual needs and covering 
the whole world, to complete 
handling of campaigns. 

Why not get details of our services? 


NORMAN S. GHOSH ORGANISATION 
(Dept. AW3), 26 Cumbertand Street 
Stokes Croft, Bristol 2 


Process Suppliers 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 
FOR AN 
INDEFINITE PERIOD 
to use and very economical. 


Small sample supplied on request. 


THE S.D. SYNDICATE Lr. 


display 


lettering 


Cut-out relief lettering, 
ready gummed, '2 types, 3/16°-2" 


PHOTOGRAPHIC 
PR'NTS 
Any Size— Any Quantity 
Write or Phone 


PHOT® ORK LTD. 
ND 
LILY\. HITE LTD. 


LONDON | ART LTD 
33 Jubilee Place, S.W.3. Tel. FLA 6816 
ER DEPT. 3 Wil Saints Rood, WI! 73 Baker t, London, W.! 
Te © eck 0938/9 
% 


Westminster Bridge 
nw Sridge Be. Ra oo $6.1 
T Telegrams : 
wa¥t. 771! a ESSDEECOP, 
(7 lines) LAMB, 
LONDON. 


Process Engravers 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGCRAVING SERVICE 


SCOTTISH STUDIOS 
ENGRAVERS LTD 


~ HO ~~ %- Gascow 
ovens: i” Gassow~ 


ee ee Oe eee 
A paunint aa 
. ja ng desig ae 
| ES nor _ : 
il a a : gg 
[= i 
| = Uy 
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Exhibitions « Displays “Silk Screen Services 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER [5 


BLACKFRIARS 0656 


THE CHEERFUL FIRM 


cOooK’s 


DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 


BisPiay 


SEavicet 


S-6 CARLISLE STREET, W.t 
TELEPHONE: GER 8225/6. 


- 167-171 QUEENSWAY, W. 7 


Phone = BAYewster 2291-2 ¢ } 
The CHANGEABLE PRICE TICKET 
Specialists 


Free lance representation required in 
many areas. Write for terms to 
CAMDEN PRICE TICKETS 

48 Westbourne Gardens, Hove 3, Sussex 

Hove 39684 


DASPLAN 
SWK SCREEN 
DESIGH 
EXHIBITION 

ADVANCE 
PUBLICITY U2 


\A9. WARDOUR SI. 
LONDON WA 


GERRARD 8236 


\ 


W.C.RAY MENT 
RAYSIGN WORKS 
DURHAM ROAD LONDON FN? 


arcuwar asa 
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EXHIBITION STANDS AND 


DISPLAYS OF QUALITY 
ROBINSON 


LIMITED 


T. 


STUDIOS, 


72a Plough Rd., Battersea, S.W.1! 
Tel. Nos. Bottersec 5300 & 4886 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


4 WENDEL. BD (ONDON wi? 


POSTERS 


SHOWCAROS 
WINDOW BILLS + CUT-OUTS ek 
LICENSED DAY-CLO PRinTERS 


Silk Screen Materia!- 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 
GEORGE HALL’S 
of course !' 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


Blocks & Dies 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel dies for metal 
NOSBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.! 
CLE 6474 Est. over 40 years 


General Printers 


TRADE 
PRINTING 
LITHO 


Photo-O fiset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 
Mbastrated Catologues. 
Brochures, etc 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST 


THEOBALDS RD., W.C.I. HOL. 943) 


COLOUR PRINTING 
THAT GIVES A TRUE PICTURE 


WE CAN HELP YOU TO Give 
LIFE AND REALISM TO YOUR 
ADVERTISING THROUGH THE 


MEDIUM OF COLOUR PRINTING BY 
LETTERPRESS & PHOTOLITHO OFFSET 


PETTY & SONS LTD 

14 QUEEN VICTORIA ST. EC4 
racror 

WHOTEMALL PRI TEMES 


| and bottom stiffeners, 


J. H. Brebner (right), British Trans- 

port Commission's chief public 

relations officer, discusses the second 

edition of “World Railways” with 
its editor, H. Sampson. 


On the rails 


Over 70 executives of the railway, 
advertising and mT, wor 
attended a cocktail party at London- 
derry House, Park Lane, last Thurs- 
day, to launch the second edition of 
World Railways. This is a com- 
panion volume to Jane's Fighting 
Ships and Jane's All The World's 
Aircraft. 

World Railways, a 550-paged sur- 
vey covering 1,447 railways in 101 
countries, is published by Sampson 
Low, Marston & Co., Ltd. Adver- 
using is deak with by the Trade 
Press Association Ltd., and the 
advertisement manager is Owen F. 
Porter 

Twenty-six advertisers took space 
in the first issue, and 35 in the 
second. 


‘The Times’ tribute 
to American fallen 


The Times is to present a book 
to the next-of-kin of the 28,000 
American troops stationed in this 
country during the war who lost 
their lives. It is called “Britain's 
Homage to 28,000 American 
dead.” 


Col. the Hon. J. J. Astor, the 
chairman of The Times, has 
asked the help of newspapers and 
radio stations in the US. to get 
the names and addresses of the 
next-of-kin. 

The volume tells the wartime 
story of American Servicemen 
among the British people, and in- 
cludes the text of General 
Eisenhower's speech at the Guild- 
hall after VE day. 


ON THE AIR 


Mrs. Marjorie Booth, who took 
part im a discussion on crockery 
last Friday in the B.B.C. “Progress 
Report” on the North Regional 
and Northern Ireland wavelengths, 
is the wife of Ernest W. Booth, 
advertisement manager, 
Express, Liverpool. 

n reply to her comments a 
manufacturer said: “I feel we're 
going to have to spend a good deal 
more time and money on market 
ae to find out what you do 
ike. 


Dealers’ wall-chart 


E. K. Cole Lid. are now issuing 


| dealers with an attractive and infor- 


mative coloured wall-chart showing 


/ | Pictures and details of the entire 
2 | range of EKCO fatio and EKCO- 


vision models. he chart has top 


tended for display in RG 
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ADVERTISER'S W! 


SILK cor AR is LU 


@? GMIRLEY ROAD caoroos 
aoorscomeat siet-® 
west Grace 
(fam) owaee Pe iid s 
Bart ywaniae OELiverr 


“DAY-OLO”’ printers 


ADVERTISING COSTS 
—— REDUCED 


TRANSFER BLOCKING FOILS 
PROTECTIVE GLAZING FILM 
WATER SLIDE TRANSFER FILM 
DISPLAY BOARDS ACETATES. 
METAL STRUTS, PINS & RINGS 
GUMLLOTINES BEVELLERS 
ELECTRIC FINISHING PRESSES. 
BLOCKING TYPES & DIES 
HAND ENGRAVED BLOCKS 
MASSEELEY SHOWCARD MACHINES 
Guaranteed and rebuilt by 


— 

HILL BROTHERS (service) LTD. 
Acton Works, Beaconsfield Road 
Acton Green, London, WA 
Telephone Chiswick 2235 
OUR PRICES WILL SAVE YOU POUNDS 
CR 


—’ 


DASPLAN 
S\XK SCRE 


SSOCIATED 
RTCRAFTS 170 
MACE CAMDEN Toma 


PLimOeR PACE 
faSren 1416-7 


CORONATION 
ENQUIRIES 
INVITED 


Est. 1908 Phone. Hol. 8641/2 
‘ |» 
ayiag COM 


87/93 LAMBS CONDUIT ST., W 
Directors : 
P. Millword, F. Halls 


wd 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 


Folding, Enclosing, etc Sandwich 
Boardmen. Street Pap: selling. 
Coronation 
Enla: sements 
for dis ur poses 
are ay e from 
AUT OTYPE 
Uluserate der and 
price tree 
Brown 4wi3 
EAL ov 


An exhibition of original John 
Ball cover designs will be open from 
| December 15 to January 11, at the 
Aberdeen Art Gallery and Industria! 
| Museum, in response to a request 
from its director, Charles Carter 
The twenty-four paintings dis- 
played will demonstrate the wide 
} range of subject matter and treat- 
ment of the cover designs, all of 
which are commissioned specially 
for John Bull. 

The artists include many frequent 
exhibitors at the Royal Academy 
and the Royal Institute of Painters 
in Water Colours, 

* * * 

Extensive national and local ad- 
Vertising, and 16-sheet posters in the 
Preston area, support the new soccer 
series by Tom Finney of England 
and Preston North End, which 
Starts in The Feagte on Sunday. 

* * 


“UP!—UP!—UP!" 
caps rising from 18 point to ¥) 
point, was how the Evening 
c Newcastle, announced a 
28-page issue last Friday—the big- 
gest since the paper changed from 
text to small size on April 10, 1941. 
A front page editorial gave pro- 
minent mention to the occasion and 
drew attention to the Evening 
Chronicle's extensive readership and 
reader services in the north-east of 
England and the value to both ad- 
vertisers and customers. Most of 
the advertising carried in the paper 
that night came, in fact, from local 
retailers. 


set in block 


Ads. record 
es 
One hundred and thirty-eight ad- 
vertisers are represented in the 


Christmas Number of Boy's Own 
Paper, an all-time record for this 
magazine which is now in its 73rd 
year, 


* . 
A centre spread of pictures in the 
ecember issue of orld § 
depicts Christmas sports all over 
the world 


- . 

A new feature “Our Glorious 
Queen” in the form of a coloured 
inset will appear in the January 
issue Of True Story, on sale Decem- 
ber 12. 

* * 
Two ponies have been presented 
the proprietors of Peay, the 


SILK SCREEN 
PRINTING 
DS YEARS EXPERIENCE 


AT YOUR SERVICE 


CLARKE BROS 

34 THE GREEN, TWICKENHAM 
Phone: POPESGROVE S02! 
Emad ished nearly © reory 


by 


HENDON 
BILLPOSTING 


COMPANY 


Display of ‘John Bul? cover designs 


j [ young riders’ magazine, to a 16- 
year-old boy a an 11-year-old 
gril, winners in the journal's 
“horse-knowledge” compcition 


| 
= 
| 


There is to be a similar competition 
next year 
* * . 

Farm Mechanization for Decem- 
ber will be a special enlarged Show 
Number and will contain a preview 
and guide to the Smithfield Show 
which is to be held at Earls Court, 
December 8-12. 


Off the peg 
A lule wooden clothes peg is 


attached to a new Home Notes pro- 
motion folder inviting advertisers 


to peg the attention of women 
readers with full colourgravure 
advertisements at 16s. a page a 
thousand. 

. ca * 


A 20-page Survey of Ontario is 

neg as part of The Times 

kly Review to-day (Thursday). 

The Prime Minister of Ontario has 

written an introductory message. 

Special supplics of the paper are 
being flown to Canada. 

* * * 

The 34th Christmas Number of 
John O° London's Weekly contains 
S2 pages. There are 24 pages of 
ads. featuring many of the leading 


names in the publishing field. 
7 - * 

British Vogue Export Book 
(Condé Nas Publications Ltd.) 
opens with a r-port from Rosemary 
Cooper on the British Import 
Weeks, sponsored by the journal 


throughout Canada, 
. * * 
Time & Tide Christmas Number 


(out Decemb-; 6) will have 92 pages 
including 24-page Children’s 
Supplement. More than 100 firms 
will be repre.-nted in nearly 40 
pages of adver:isements. 
. - * 
Drawing aticotion to Woman's 


Own colour ad\crtisements is a new 
promotion folder Which has the 
word “Colour” printed in fMuores- 
cent paint, a different colour for 
each letter. The colourgravure rate 
is given as 24s. a thousand, 


lar size? 


i ormerly folio size, the Urmston 
Telegraph has gone over to broad- 


sheet s:e—with nine columns to the 
page The Telegraph told its 
readers: “With newsprint now being 
freed we are able to return to the 


| larger size whch the British reading 


public, by long 


it, seems to 
prefer.” 
* * * 
Ag from the January issue, Pit- 


| ducation will have 


a 3 Style and format. Page size, 
now n. x 6 im, will be demy- 
octavo, wih. 7 in, x 44 in. print 
larea; and page rate will be 
| reduced f 5S to £10. 
. * * 

| Books © ‘ Month, which in its 
new and « ded form reached a 
circulatior 100,000 in Septem- 
ber, has | » a claimed 25 

for the ( 1s number which is 
publishe: a full-colour cover. 
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THE ‘SHREWSBURY 
CHRONICLE’ IS 
180 YEARS OLD 


The Shrewsbury Chronict 
founded by Thomas Wood in 1772, 
celebrated its 180th anniversary 
last week. The paper has for short 

periods during its history been 
Published daily, but more gener- 
ally as a weekly. i 

- 


As from to-day (Thursday), Lon- 
don Playbill, hitherto a_ shilling 
monthly, will appear veny po price 
6d. It will be advertised on 
Transport and Grae Railways. 

* 


Sporting Record has changed its 

tithe format. The fam liar centre- 

ge two-line heading in ultra 

oni is replaced by a block, 

white on red, in - top “= corner. 
7 


An allied a - Travel 
Topics is W Freight, published 
for World Freight Ltd. by Knight- 
rider Publishing Co., Ltd., Lo 

The first (December) issue con- 
tains a goodwill message from A. 
Lennox-Boyd, Minister of Transport 
and Civil Aviation. Sir Miles 
Thomas (chairman, British Overseas 
Airways Corporation, and president, 
Advertising Association) writes an 
article on the expansion of air 
ro em and leading figures in the 

of transport are among the 
other contributors. 

Geoffrey Sutton is the editor and 
John Morgan the advertisement 
manager. Page rate: £30. Subscrip- 
tion, 20s. yearly. 


Services & 
Supplies... 


(Continued from poge 5/9) 


Packing 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 


speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 2461 


Signs 


GLO-LITE SIGN CO. 
221 Pentonville Road, N.1. 
TERminus 3429 


Neon, day and night electric box signs. 
Wood and metal ——— glass facias. 


1 — 1,000,000 ‘Signs Supplied 


A. C ROBERTS (0. 


RUST SQ., LONDON, S.E.5. ROD 3766 
e 


SIGNS & PICTORIAL 
SPECIALISTS 
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Travel chief 


raps ad. critic 


Opening the annual conference 
of the Association of British 
Travel Agents at Harrogate last 
week, Sir Alexander Maxwell, 
chairman of the British Travel 
and Holidays Association, de- 
fended the Association's “Come 
to Britain” publicity against 
charges that Americans found it 

“mausoleum-like.” 

The description “mausoleum- 
like” was used by Dr. R. L. 
Sedgwick, of Saward, Baker & 
Co., Ltd., when he addressed the 
Institute of Travel Agents, at 
Hastings earlier this month. 

Sir Alexander said: “I can 
assure the gentleman—who I 
believe describes himself as an 
adviser on the psychological 
approach to advertising, or some 
such high-sounding titk—that we 
understand the psychology of the 
tourist market very well. We do 
not tell the potential customer 
what we think he ought to know 
but what we know from experi- 
ence interests him most. We have 
expert advisers who live in 
America and understand the 
people of the country very well. 

“We have been accused before 
of having ‘Castles and Cathedrals’ 
complex. It doesn’t worry us 
overmuch. To put it crudely 
‘stones and bones’ are still the 
basis of our tourist attractions so 
far as the vast majority of our 
visitors are concerned. 

“Don't let us fool ourselves. 
The average visitor expects cer- 
tain things of Britain that he can- 
not find elsewhere in the world. 
It is not for us to deny him his 
interest in these things. 

“Tourism has great social and 
cultural signficance but we are 
not sociologists or educationalists. 
Our task is first to attract the 
visitor and then to cater for his 
comfort and interest when he 
arrives. It is no part of our job 
to ram our ‘way of life.” or our 
national achievements, down his 
throat.” 


What they spend 
on sweets 
Spending of £16,800,000 a year 
on sweets by Woman readers is 
discloséd in the latest report on 


purchasing power of this maga- 
zine. 


Sweets are bought every week 


by 71 per cent of Woman readers | 


and a further 21 per cent buy 
them sometime during the ratior 
Period. Only 8 per cent never 
buy sweets. The 25-44 age group 
spends most, due to the influence 
of young children in the family 
Average spending of Woman 
readers is 2s. 3d. a week on an 
average of just over eight ounces 
of sweets. 


Chair on the air 


Patrick Dolan and Associates 
Lid. made all necessary arrange- 
ments with the B.B.C. for the tele- 
vision news feature film “A chair 
in one piece,” which was shot dt 
the Glasgow factory of Neil Morris, 
P.D.A. clients, by Templar Films. 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


‘ES. APPOINTMENTS VACANT, 3s. 64. per lnc, 405. per 
tne, 35s. 


pane! in 
a AB 00 


postage. 
tmsertions MUST = PREPAID. 
Leadeos, E.C.4. Ch Ancery 


180 Pieet Serect, 


APPOINTMENTS VACANT 


engagement of persons answering these advertisements wm . 
Office of the Ministry of Labour or a Scheduled eat 


Employm 
of = womas aged 15-59 tachusiv< 
the provisions of the 


‘s required in the London 
Pdlcity Department of an im- 
erat Growp of Companies 
ma. acturing electric cables and 
a wide range of electrical equip- 
ment 

He will be a youngish, energetic 
man with previous experience in 
industrial copywriting ang the 
abiiicy to dig for facts and present 
them with force and imagination 
to tehmcal readers. The ability 
to do rough visuals would be an 
advantage but is not essential. 

The scope of this job is wide and 
offers unlimited opportunities to 
the right man, who will be given 
every encouragement. Commencing 
salary (600 pa Please send full 
details to Box No. 703, clo 
White's Led. 72/8 Fleet St., 
b.c4. 


SALESMAN 


| REPRESENTATIVE wanted by commer- 
p cme = a c 


ADVERTISEMENT MANAGER 
AND REPRESENTATIVE 


" s of a wellbestablished and 
ae farming Journal have 
vacancy for Advertisement Manager and 
Representative who would be fully 
respons:ble for maintaining and increas- 
ing its current trend of expansion. The 
successful applicant must have & first- 
record of selling ability, and, 
preferably. experience in agricultural 
press advertising Salary, commission 
and expenses, ard yy -~ 
cs if his sutcess 6 
poner Must be willing to Soeet oul 
details of experience, age, etc., to: 


Box N27! 
Advertiser's Weekly 160 Fleet St EC4 


phic studio. Existing con- 
ential Write ehh oor 
Ltd. 23, West Smithfield, E.C.1 


GOYA LTD. 


COMMERCIAL 


Departmen a 
Experience of figur 


fishments, Officer, 

EC Please 8 enc 

envelope and quote reference: V/1467/ 
BE 


ASSISTANT (ox Adveriising Department 
of leading Radio Valve Manufacturer 
Exper 


Detus of experience and salary 
red to 
a 5201 Ad Weekly 180 Fleet St BC4 
FIRSi CLASS fares 
MENT FRODUSE 


J lowa 
248 Ad. Weekly 80 Fleet S& BC4 


PRODUCTION. A capable man wanied 
(o help bud ap and in due course take 
{ at uct 


to 
1 ” Weekly 180 Fleet St BC4 
A LARGE AND OLD ESTABLISHED 
og COMmpany requires 4 man 
“08, and experience in al! 


sales Dromawion. particu- 
food trad 


to date and — 

¢ Personnel Mana: 
\d Weekly 180 Pieet x ECA 
INSPECTORS required for bus inapec- 
tions im ( eeds and Yorkshire (b) 
Brmingham end Midlands (c) Scotland, 
F time or free lance. Experienced 
meo only write giving details of ex- 


ence ang term to 
Bos 3253 Ad. Weekly 180 Fleet St EC4 


ayout 

view, TERminus 9565 

require experienced 

~ Manager for carly 195}. 

male. a knowledge of 
perfumery. OF ¢€xpors 
by letter giving ful 
Collins, 161, New 
W.. 


cies, 
4 show and F mereoscopic C. 
for exploita 


tion invited. 
_ Box 3261 Ad. Weekly 180 Fleet St BCS 
ANIMATOR required by Sw 
Film Producer. Write with details 
0 Pinschewer Films Lid 
ie, London, E.C.2_ 
COMBIN fequire 
negotiate advertising 
campaigns at boardroom level utilising 
—- at the ye 0 
oe with advertising 0 Peevions 
Ao an ad ee, Car 


representation to 


Bors 3138 Ad. Weekly 180 Fleet St BC4 


STAFF WANTED FOR 
SOUTH AFRICA 


TWO YOUNG PRODUCTION MEN 
wanted IMMEDIATELY for our Johannes- 
burg office. One must be experienced, 
though he need not be top flight, and 
will earn a starting salary of £720 per 
year. The other is co be “A bright 
young lad’’ who is anxious to learn and 
he will start at £300 a year 

Both must be prepared to make their 
homes in South Africa and to leave by 
air very soon, passage paid. 

Write, in confidence, to 


4. ©. Hedley, Esq., 
HEDLEY BYRNE & CO. LTD. 
140, Park Lane, London, W.!. 


ADV ERTISE mee NT REPRESE NTATIVE 
required es waitabte 
— y a suita 

supe annuation 


Bon ToT Ad. Week y 180 Fleet St ECs 


Creative 


Visualiser 


Layout 
Man 


Do not 


WADDICORS 
want additional 


nd specimens ; write fully to 
T ART DIRECTOR 
T. BOOTH WADDICOR & PARTNERS Limrrep 
se PARK STREET, W.) 


Able to discuss problems 
from policy stage, and 
make his own contribution 
not only as a first class 
designer for press and for 
Print, but as an advertising 
man, aware of the practical 
bearing of his aesthetic 
decisions. 


Young man with capacity 
for interpreting visuals, 
able to carry the work 
to clients’ finished rough 
stage. Knowledge of let- 
tering and typography 
essential; capacity to do 
pencil figure work on 
roughs an advantage. 


*Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S Wii RLY 


PPOINTMENTS VACANT 


experience essentia 
in print as factory 
iven 
ret 
Box 3258 Ad 

SWACE SALESMAN 
earning £4) weekly on #* 
sored media Sey P 
6618 

SPACE REPRESENTATIN bs 
High Class sournal. I 


TYPOGRAPHICAL Layout 
know t { adaptations 
specialie- 


experience and sa 


ary 
Box 3186 Ad. Weekly 180 Fleet ® BOS 


Top Level 
Representative 


An important position will shortly 
become available on a national 
weekly journal with over a million 
sale for « top-level representative 
who has « successful record for 
selling advertising space on mass- 
sale magazines, The position which 
offers an excellent opportunity with 
first-class prospects 5 op" to & 
ability 


man with i mtrative and 


keen and enthusastic and under 


522 


APPOINTMENTS VACANT 


Stteations Vacant: 


“The eagegement of pervcas answering these advertisements most 
made through « Local Office of the Ministry of Labour or « 
Bos 


Empl) ment 
iechusive 


Telephone : 


you are a first class artist in your particular field and are 
seeking a change, or a free lance needing a home and 
additional work, we would like to meet you. 

Phone between 9.30 a.m. and 5 p.m. Not Saturday. 


GROOME AND LAKER LTD. 
6 ARCHER STREET, LONDON, W.i 
GERrard 8473-4 


BUSY Riess Street Agency requires the 
fatiowan PRODUCTION. Young 
man past National Service eaperienced 


be level-headed even under rush condi- 
16 as trainee 
experience an 
Ad. Weekly 180 Fleet St EC4 
25/27 years for ve 


advantage 
Box 3249 


Advertuing 


pericace of Rotaprim method of print- 
ing advantage ae full details edu- 
cation, experie salary required to 
Box 3264 Ad Weekly 180 Fleet & BC4 


45 years of age Salary 
rate with ability and qualifications. 
Applicants must in the first instance 
give full details of age, previous 
experience and salary, which will 


be treated in strict confidence, 


Box 3255 
Advertiser's Weekly 180 Fieet St EC4 


ASSISTANT LAYOUT ARTIST required 
for busy Publicity Department, Letter 
ing. design and know'cdge of type an 
advantage. Weite giving ck nals ot =x 


originating 
tor Pubii- 
Natwoaal Adver- 
ails in “= age and 
d 
254 Ad Woekly 1s an Boe 


HIGH CLASS 
COMMERCIAL COLOUR 
ARTIST 


required in London Studio by 
firm of designers and printers. 
Applications required only from 
young men with proved ability 
to design showcards, posters, 
labels, etc. Send samples of re- 
productions to 


JAMES HAWORTH & BROTHER LTD 
ROSSENDALE WORKS, CHASE SIDE 


ADVERTISEMENT REPRESENTATIVE 
required by export trade journal for 
provinces Connection 
eos companics useful 

Salary and details 
Box 32a? Ad Weekly 180 Fleet St EC4 


Desire to fit 

important tha 

warm. 

Write in first 

Vac. 2 or Vac 
eM 


Derrick’s 
require— 
(!) First Class Typographer and Visualiser. 
Q) Senior Account Executive. 
() Production Assistant. 


ha and expanding team more 
copes Managing Director's chair 


tance, marking envelope Vac. 1, 
cordingly. 


anaging Director 
PAUL E. DER! i ADVERTISING AGENCY LTD. 
‘ease don’t phone 


JUNIOR. SHORTHAND / TYPIST with 
some experic in outdoor advertising 
required by West End Advertising 

Agency. Telephone, GERrard $482. 


A 

NEW APPOINTMENT 
with 

THE READER’S DIGEST 


Ihe Reader's Digest want a 
copywriter, who can write with 
conviction and sincerity and 
make his words sell. His job 
will be Assistant Promotion 
Manager, helping to plan and 
write the material for trade 
outlets and for the consumer 
press. Please write fully with 
details of education, and jobs 
held to L.! W., The Reader's 
Digest Association Ltd., 27 
Albemarle Siieet, London, W.1 


SOUTH YORKs 
«cOumMS arc m 
ing for an ass 
Duwector, He ond 
of accounts himscif and will assist 
planning and must very largely 
spon his own initiative. 
sould be around 40 years of age and, 
ss housing may this post 

R. single man 


257 Ad. Weekly 180 Fleet St BC4 
St CE SALESMAN cequired by leading 
t nical trade journal The position 
‘o a young man who has com- 

his national service, an op 
into an important field 


AGENCY = whose 
ly technical is look- 


Weekly 180 Fleet "St ECs 

NEWSPAPER AND MAGAZINE group 
have opening energctic young man 
with upto<da knowledge of priming 
Processes “I sense of quality and 
expericr rking with printers 
| —aaaeaaen , s. Give full detail’ 


kly 180 Fleet St BC4 
SLICITY ASSISTANT 
sfacturers of heavy 
be able to collate and 
printed matier, = 

n reach of Bishc 
full details and calery 
* 473, Erwoods Lid 


\PERIENCED W Window 
End Advisory 
noe retailing 


and be prepared for 
Apply in own hand- 


cekly 180 Fleet St EC4 


NovempBer 27, 1952 


LAYOUT / TYPOGRAPHER 


A vacancy occurs for an experienced 
man who can prepare original visual 
layouts for a variety of interesting print 
yobs He should have an all-round 
knowledge of letterpress print pro- 
duction and be able to work with 
minimum supervision. He will also be 
required to prepare accurate type 
““mark-ups"’ from his own and other 
visual roughs. Apply by letter giving 
past experience, age, salary required 
etc: Production Director, 


» GILBERT ADVERTISING LTD. 
10 WORFOLK STREET, LONDON, W.C2 


LONDON MANAGER: Well-known 
provincial daily sewspaper and its 
associate mewspapars, with offices in 
Fieet Street, has a vacancy for a Lon- 
don Manager Applkants should be 

4) years age A proved 
record and some years’ Fleet 
desirable 

commensurate with 


culars of past and presem empoymen: 
and age, will be treated in confidence 
Box 3256 Ad. Weekly 180 Fieet St EC4 


MIDLANDS REPRESENTATIVE = rc- 
quired for new and flourishing over- 
seas trade journal Experienced man 
required wih connection amongst hard- 
ware manufacturers. Salary and com- 


Masson 
Box 3252 Ad. Weekly 180 Fleet St BC4 


ABBOTT 
LABORATORIES 


LIMITED 


manufacturers of ethical phar- 
maceutical preparations, have 
a vacancy in their Advertising 
Department for a young man 
with ability to produce adver- 
tising copy from medical 

Should also be 
assisting in the 


formation 
capable of 
production of material for 
domestic and export advertis- 
ing of this rapidly growing 
International Company. Apply 
in writing, giving details of 
education, experience and 


salary to: 


The Advertising Manager 
ABBOTT LABORATORIES LIMITED 
3 Wadsworth Road, Perivale 
Greenford, Middlesex 


eee ba fies 
fequire leading 
Printers and Point of Sere " seanutac 
— State age, salary and experi- 


Box "3259 Ad. Weekly 180 Fleet St ECs 

wu JUNIOR wanted by large West 
Commercial Art Studio. Five day week 
Box 3278 Ad, Weekly 180 Fleet St BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Novemser 27, 1952 


APPOINTMENTS VACANT 


LAYOUT MAN 
required by the 


DAILY MIRROR 


The publicity department of 
the Daily Mirror is looking 
for a layout man with 
imagination. He must be a 
good figure man and a sound 
knowledge of production and 
typography is essential. The 
appointment carries good 
prospects and the salary will 
be commensurate with experi- 
ence. Apply in writing to: 
Publicity Manager, Daily 
Mirror, Fetter Lane, London, 
E.CA. 


JUNIOR ARTIST :—} with experi- 
ence in omg rs 95.30. 5 day 
week. Phone IShopagate 9434. Mr. 
Ti 

EXPERIENCED GENERAL ARTIST 

be good quick letterer 

ome for appoinument. Crest Pub- 
hoity Lid. 76, New Bond Street, 

London, W.1. Grosvenor 3026/7 


FIRST CLASS 
VISUALISER 
REQUIRED BY 
LONDON AGENCY 
All enquiries, in 
confidence, should state 
age, salary expected 
and brief outline of 
experience. 


Box 3294 
Advertiser's Weekly 180 Fleet 61 EC4 


TOP GRADE SPACE speeeean re- 
quired by established Trade Journa 
Well paid job with excstient pros- 

All replies 


FIRST CLASS MECHANICAL Re. 
touchers wanted. Wages according to 
ability. 

Box 3260 Ad. Weekly 180 Fleet St BC4 


NORWICH 
Production Assistant 


We require another assistant 
in our production department 
at Norwich. He must be a first 
rate man capable of taking charge 
of a group of accounts. 
Apply in first instance by letter to 
Don. A. Tibbenham 
WILLSMORE & TIBBENHAM Led 


c/o Tibbenham Publicity Led. 
244 High Holborn, London, W.C.! 


APPOINTMENTS YACANT 


\PIDLY Buy North Lon- 

Newspapers have vacancy for addi- 

ne Saverio ement representative 

Lxcc lemt opportunity for keen man not 
frat of hard work 

Son 5277 Ad. Weekly 180 Fleet St BC4 


CHIEF 
COPYWRITER 


Old established and expand- 
ing London Agency with 
overseas connections §  fre- 
quires chief copywriter. 
This job offers first-class 
Opportumitics to the right 
man, who should be not 
more than 40 years of age 
and will have had some 
years’ solid Agency experi 
ence. Salary round about 
£1,000 per annum. Write 
giving full details ‘of pre- 
vious experience, to 
Box 3295 
Advertiser's Weekly 188 Fleet 6t EO 


YOUNG LADY et required in 
Display Department of J. Lyons & Co 
Ltd, Please a to Mrs. Mann, 2? 
Rupert Stre 

Oe roe, ory “DETAIL 

ANT requred tw work on National 
Kemi Weine giving ful! details to 
awe! Erwin Wasey & Co 

1 Brook Howse, Park Lane. W.! 


Another 
CREATIVE 
MAN 


needed by a well-known West 
End Advertising Agency. 


\ man with a fertile mind 
to create sound advertising 
for our clients. Ideas which 
are the result of experienced 
considerations of the many 
problems relating to Sales 
Promotion and merchandis- 
ing. 

An ability to put these 
ideas on paper would be an 
advantage 

Please write in confidence 
(do not enclose specimens) 
giving particulars of experi- 
ence, accounts worked upon 
and salary required, to 


Box 3299 
Advertiser's Weekly 180 Fleet 8t EOS 


EXPERTENCED ADVERTISEMENT 
MAKE-UP Cicrk required by City 
Publishers for importam weckly trade 
journal. Five day week Male or 
coma Weite Stating aec, salry re- 

iced and full detail to 
3263 Ad. Weekly 180 Fleet St BC4 

REPRESENTATIVE required for up-to- 
date photwsraphic advertising § and 
fashion studio in West End of London 

scope and return for 


APPOINTMENTS WANTED 


SHORTHAND- ——— Private Seorc 
taries, Clerks. . if you are in — at 


kacel House, Whito ireet. wc 3 
(WHiltehall 9924) We specialece © 
efhoent personne! 
EXECUTIVE, 37, good organiser socks 
Progressive change. 20 years practis 
knvw.cdgec all printmg processes, aod 
advertsemem prodvction in icading 
primers congen. and diock maker 
and agence Type expert, fully xp. 
les Management and hand 
ing of maff a at highes 
level at home and overse: 
Box 3298 Ad. Weekly 180 ‘Fieet St BCs 


ADVERTISING MAN 
Over 20 years experience ail branches 
Aged 38 with succe i 
Gesires post as poy Manas. 
with progtesmive compan who «a 
use a man of proved ability, Drigh 
ideas and with now angles and a! 
selling probicaw. Salary not of firs 
importance provided job offers tea 
scope and oppor.unity Write 


nn 
Advertiser's Weekly 180 Fleet 6t EC4 


“LIVE,” keen man, 35, sound knowledgc 
of priniples and caceptional aptitude 
for visualising and copywriting. desire 
to devote all his creative ability to the 
career of ae a and to tain up 


i with nationa! 
3116 Ad Weekly “00 Fleet St EC4 


TION WANTED AS 
ASSISTANT TO SENIOR 
ACCOUNT EXECUTIVE 

The job | am seeking is one which calls 
for the necessary all round agency 
experience which | have had, a mind for 
detail, imagination, and ability to take 
an active part in campaign planning 


Advertiser's Weekly 180 Fleet S$: EC4 


YOUNG MAN, 21, (studying D.A.A.) 
requires position Agree Production 
Willing to learn and hard 
Box 3268 Ad Weekly 180 "Fleet St BCs 

YOUNG EXPERT in photo engraving, 
estimating and some priming seeks 
eressive§8 situation | he gu where 
knowledge can be utilise 
Box 3269 Ad Weekly 190 Fleet St BC4 


DESIGNER | seeks senior appoinument 
with private organisation of agency 
offering scope and opportunity for the 
production of advertising of quality 
or guaranteed amount of free lance 

n Ulustrauon) 
Box 3270 Ad. Weekly 180 Fleet St bea 


STUDIO MANAGER, 3) first rate artist, 
wishes to take up new responsible crea 
tive post in the New Year. Southern 
- of preferred Fully 


Box! 3156 Ad. Weekly 180 Ficet St Bs 


FIRST CLASS ALL-ROUND ARTIST 
creative, figure. design. leticring, layout 

scraper, ctc.. ftree- 4 arrangement 

considered. London 

Box 3143 Ad. Weekly 180 Fleet St ECS 


JUNIOR COPY WRITER Ges. | Dip- 
loma) experienced —_——_ eecks 


opening in progressive agency 
Box 3173 Ad. Weekly Ty Fleet mM BCA 
GENERAL ARTIST. Pxperiences Studio 


agency layout secks —— 
Box 3289 we Weekly ‘80 tect St BCA 


SALES AND WANTS 


Cabinets for 
ADDRESSOGRAPH 
index Model Frames 
PERFECT CONDITION UNUSED 
20—40—60—80— 100 Drawer Capacity 
70/- per 20 Drawer Unit others pro-rata. 
™.S.S. 49 TATTEMHAM GROVE, EPSOM 


WANTED. Photographer's ad lined 
sinks, State size and price two 
Bor 3266 Ad. Weekly 180 1 ect St ECs 
DICTAPHONE mode! S|) maintained 
by manufacturers as new wii tram 
criber and —. -s supply of 
cylinders, Can nm Bim ngham 


ADVERTISER'S WEEKLY 


ace from 

3 used only for demonstration 

a Fully equipped but without 
Can 


. a 
“Offered at a very attractive price. 


r details available. 
box 4155 Ad. Weekly 180 Fleet Si BC4 


FREE LANCE SERVICES 


ARTISTS or Art Students invited to sub- 
a 


fi 
Greetings Cards Chimes 1 = 
Desiyms to be simple and oc mpor 
wadhionsl : but not too old-fashioned. 
Suitable tor yt ~ epee. —~ 4 


| be commuss: 
“g- * =~ unused work warned. 


a ul 
-~ K oe only a> firs: 
oR” nae "94 New Bond Street, 


pe . _ 
CELLENT 
drawings 


designs. perienced artist 
can undertake work demanding high 


standard of finish. Reasonable 
Box 3227 Ad. Weekly 180 aS ‘Stee 


general artist of medium ob. 


Representatives of a London 
Company operating a Nation- 
wide Inspection service. 
Bex 327 
Advertiser's Weekly 180 Fleet 6t B04 


ADVERTISER wishes to purchase an 
interest in & small London Advertising 
Agency (not necessarily recognised) 
confidenae to 
Box 329 Ad. Weekly 180 Fleet St BC4 
ADVERTISING CONTRACTOR and 
Biliposting Company will undertake 
pelmet fixing, handbill distributions, 
seasona! coastal campaigns, will wel- 
come any inquiry, strict confidence 


ANB UU! 
Box 3193 Ad. Weekly 180 Pieet St BC4 


PRINTERS 


MIDLAND LETTERPRESS PRINTERS 
invite =imguiries from publishers for 
mating one of more periodicals. 
Otary press available if required, 
per Keen prices rN Iodulrics 
odied promptly and in confidence 
Box 2533 Ad Weekly 180 Fleet St fu 
OLD ESTABLISHED PRINTERS, 
ducieg good quality periodicals. ow 
have capacity To two or three more 


i 2h65/ 
PERIODICALS 
Weekly, monthly, magazines 


quarterty 
and price lists well printed in small 
modern factory at prices you will be 


SPECIAL ANNOUNCEMENTS 


THE VISUAL A 
yA, RTS CLUB, 12 Soho 


This post 
intitiative 
Box 3245 Ad. Weekly 180 Fleet St BC4 


Box 3267 Ad Weekiy "180 Fieet St BCa 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


, W.1, offers all phowo- 
sraphic , lounge and bar. 
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ADVERTISER'S WEEKLY 


ATTENTION! 


Advertising 


Agents 


The largest paid - in - 
advance circulation, 

First choice of all trade 
buyers must be first 
choice for all advertis- 
ing to the furniture 
and furnishing trades. 


TuursDay, Novemser 27, 1952 


Rate Card and full particulars 
from 180 Fleet St., London E.C4 


48,000_of these display units were (produced by automatic 
screen, _process printing, with ten variations of copy-matter 
and colour. Carrying dummy cartons they fold completely 
flat for packing, 


Another’ job well, dome by -. . 


détor ADVERTISING ry 


46 BROADMEAD BRISTOL | + TELEPHONE 26817-20460 


Published by «>> Proprictora, BUSINESS PUBL 
November 4), SL Printed in England by 


— STOP 


PRESS — 


AMBASSADOR OF 
ADVERTISING 


This citation was read at annual 
dinner of Advertising Association 
last ni (Wednesday) when Sir 
Miles mas was presented with 
the Mackintosh Medal for his ser- 
vices to advertising : 

“Since he first joimed the newly- 
formed Advertising Club of Oxford 
im 1924, Sir Miles Thomas has con- 
stantly sought to promote those high 
ideals of advertising which were 
expressed in the resolution passed 
by the International Advertising 
Conference held at Wembley in that 
year. Twenty-seven years later Sir 
Miles made his own invaluable con- 
tribution to the 1951 Conference. 

“Throughout this often-difficult 
period, and especially during the 


devotedly as president of the Adver- 
tising Association, Sir Miles has 
done mach to enhance the status of 
British advertising both at home 
and overseas. His striking address 
to the Advertising Federation of 
America Convention in New York, 


| 1952, was an outstanding example 
| of his constant success as an am- 


bassador for British yn by 
precept and by example he i 
the true spirit of British enterprise.” 
Citation was sicned by incoming 
of Advertising Associa- 


president 
tion, BE. J. Robertson. 


Napper, Stinton, Woolley relin- 
quished Janu. lingerie account. 


J. F. GOEPEL DIES 
AFTER ACCIDENT 


J. F. Goepel, London advertise- 
Manchester 


ewspapers, 
= 7 n he ‘had held ever 
nce. war he was a 
divisional ad. yo 
for all Rendy quelle and weekly 
newspapers until return of larger 
he wspapers year ago. 


He was in 63rd year and 
leaves » a RK. C. 
Goepel, Kemsley Newspapers ad. 
representative for a 
married 

Dick Chapple board of 
Derricks as copy in current 

si hg vities. 


PUBLICATIONS, Lrd., at their office at 180, Flee: Sen eet, London, £4. (Phone: Chancery 6844.) 
Staples Printers Limited at Street, London, establishment. 
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